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COAL AGE 


IS THE FIRST CHOICE OF ADVERTISERS 
SELLING THE COAL MINING INDUSTRY 


He res the record for 1949 


* 61% more pages of display advertising — 685 pages — than its 
nearest competitor 


* 70% more advertisers 


* 152 manufacturers used COAL AGE and did not use the nearest 
competitor 


Manufacturers of coal mine equipment and supplies have confidence in Coat Ace. They know 


that Coat Ace (14,030 ABC, June 30, 1949) goes to the properties ind the people who buy. 


They know also that BB°. of Coat Ace individual subscriptions are delivered at home 


by request where the men have time to read it leisurely and absorb its contents. 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 18,N.Y 


Member Audit Bureau of vietions * Associated Business Publicat 





Purchasin g Back ground to All Industry 


.. provides every functional division of industry with exclusive, 


encyclopedic “where-to-buy” sources. Its use by buyers represent- 
ing better than 60° of the total industrial purchasing power in 
the United States is proven. Only T.R. satishes T.R. clientele — 
that is why more than 8,500 advertisers attest to its top ranking 


sales producing powers. 





HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS 


8 50 0 7K SMlwerlitert CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


Gut Georg” THOMAS REGISTER 


461 EIGHTH AVENUE «© NEW YORK 1, 
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Relatively Small Percentage of Contractors 
Still Handle Bulk of Available Work 


as Shown by Recent Research in Warm Air- Sheet Metal Field 


the 
relatively small percentage of contrac- 
"47 and "49 as 


shown at right) continue to handle the 


Earlier this year we gave you the 1947- 1947: As in case of dealers, a 


'49 dealer picture in warm air heating. 


€ 
tors (28° in 25° im 
Now for facts on how sheet metal : es 


contractors have fared in this period! 
bulk of all available work. 


Contractor research was conducted 


the dealer re- For instance, in any community, one 


in the same manner as 


out of every four contractors does 


we went back to the 


1947 


search. Last year 


FOUR times the business has buying 


cities surveyed in did the same 


’ 
type of contractor studies all over again needs FOUR times as great. 


These KEY contractors are your ONE 
SOURCE of volume sales. 


Our 1949 research confirmed, with 


slight variations, what we told you in 


—— 1947 Total Number of KEY-Volume Contractors ———~> 


i o 8.5% 


Dropped from KEY Position 
91.5% Stayed in KEY-Volume Group 


tors went 


These Contractors Came Up into KEY Ranks —, 


‘¢— 1949 Total Number of KEY-Volume Contractors —; 
87", of the REY Contractors Subscribe 
to the ARTISAN 


T he ARTISAN has «a 100 paid circulation Among its 





6 N. MICHIGAN 


paid 


Air 


subscribers are 87 sf all tcop-volume KEY sheet metal contractors 


These KEY ntractors are the count largest buyers of materials, 
supplies, shop equipment and tools everything required in big @ 
@ - - 


sheet metal operations 


ARTISAN enables you 


In addition the 


ait heating dealers and 


warm ai:r-sheet metal wholesalers {Per 


* the warm acr heating 


and sheet metal contracting held 


The ARTISAN is both ABC and ABP. It is recognized 


by readers and advertiuwers alike as the NUMBER ONE 


BOOK in this important market which it so capably serves 


out of business 


1947 


8.5% Mortality 
in 2-Year Period 


In the two-year period some KEY contrac- 


Others failed to 
do sufficient business to stay 
in the KEY-volume class. As 
graphed at left, KEY con- 
tractor mortality is £.5° 

a very stable group. Other 
increased 


contractors with 


volumes moved up, result- 
ing in a 10 over-all gain 


of KEY 


compared to 1947 


contractors in 1949 


KEENEY PUBLISHING COMPANY 


CHICAGO 


Conditioning Headquarters 
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machines now [EE 





calculating 
machines 





bookkeeping and 
payroll machines 


electric 
typewriters 


punched card 


machines 


duplicators 


visible records 


photocopy and 
microfilming 


printing 
telegraph 


ticket printing and 
issuing machines 


dictating and 
transcription machines 





headquarters for 


Railway traffic travels on paper as well as on rails. Delay in paper 
work delays traffic. Today , the camera, visible records and business 
machines, microfilming and many other modern devices level off 
mountains of paper work, accurately, rapidly and at far less cost 
than laborious hand work. 


impelled by necessity to meet higher labor costs and still improve 
competitive service, office-methods groups are studying and recom- 
mending new methods and equipment. This includes standing invita- 
tions to equipment manufacturers to demonstrate their machines in 
actual operation in railway offices. 


Railway Age 
in its articles and editorials also demon- 


strates the efficiencies and economies of office machinery. It has accel- 
erated the revolution that is streamlining railway paper work to keep 
pace with the modern streamlining of railway operation itself 


Railway Age 
is the medium to use in reaching the men 


who initiate mechanization of railway office methods. RaIiLway AGE is 
read for its authoritative information by accounting officers, station de- 
partment officers, purchases and stores officers as well as the top man- 
agement who control expenditures and finally approve appropriations. 


Railway Age is the productive railway contact for business 
machine manufacturers. Final buying decisions are made on every 
major purchase by top management of railroading. It is significant that 
railway presidents and vice-presidents as well as accounting and other 
departmental officers have spoken recently of the importance of office 
mechanization to the railroads. Raitway AGE is read by over 90% of 
the management group which you must reach for favorable considera- 
tion and approval. RaiLway AGE reaches the entire range of executives, 
department heads, operating and purchasing officers. RaAitway AGI 
gets top priority reading by the management group and stands first in 
industry prestige and influence. It is the railway industry's authoritative 
weekly magazine. It covers all important developments while the news 
is news. It is the only railway business paper that renders this service. 


RaiLway AGe, with its complete reporting on the business of railroading, 
is the contact for business machine manufacturers. It provides breadth 
and depth of coverage unmatched in the industry. That's why it leads 
the field in advertising volume and in number of advertisers 


Use Rattway AGE to speed the acceptance of your product by manage- 
ment, by presenting your product's efficiencies and economies. 


Tol Moh Mmatela Ciilate MM alielaulelivels 
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railway paper work i es 


Railway Age 
Talks Office Machines 


Send now for collection of 


recent articles reprinted =s* 


in booklet form OFFICE METHODS GROUP PAYS ITS WAY 





Economy im —Interline Ticket Accounting _ 
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Note: Effective July Ist 
new, larger page size of 
all 4 Simmons-Boardman 
publications. New page 
size 9 x 12. Greater atten- 
tion value. Easier to read 
Wider margins. More 
impact for advertisers 
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it's THE DOMESTIC 
DEALER wuo 


PLUMBING 
HEATING | 

AIR CONDITIONING 
WATER SUPPLY SYSTEMS 
REFRIGERATION 

OIL BURNERS 
ELECTRICAL APPLIANCES 
GAS APPLIANCES 
INSULATION 

STOKERS 

KITCHEN CABINETS 
WATER HEATERS 

WATER SOFTENERS 
LAUNDRY EQUIPMENT 
CONTROLS 














13 AWARDS FOR 
EDITORIAL ACHIEVEMENT 


In competition with hundreds of busines 


papers DOMESTIC. ENGINEERING continues 


ach year to win these high awards for Editorial 


bacellence Thirteen times in the past eleven 
years these coveted honors have beer bestowed 
on DOMESTIC ENGINEERING The plaques 


sbove represent the two awards received in 1950 


CTIVE 2-WAY COVERAGE OF THE PLUMB- 
ING, HEATING AND AIR CONDITIONING FIELD 


Together DOMESTIC ENGINEERING and DOMES. 
TIC ENGINEERING CATALOG DIRECTORY con 
stitute the backbone of every well conceived promo 
tional program in the Domestic Engineering held 
Together they offer you your most practical, most 
economical and most effective approach to this tre- 
mendous market, Together they afford you the only 
eflective two-way coverage of the important buying 
and «pecifving factors that make up this field 
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SETS THE PACE! 


If you are a manufacturer of 
plumbing, heating, air cond 
tioning and allied products or 
appliances you can depend upon 
the Domestic Engineering Deal 


er for your representation and 


man who establishes trends and 
is closely followed by his near 


by competing dealers 


This is the man that DOMES. 
TIC ENGINEERING is specifi 


cally designed and dedicated to 


programs by which the entire 
industry has benefited year after 
year is demonstrated in the con- 
fidence which DOMESTIC EN 
GINEERING has 


spired in the 


constantly in- 
mind of the 
Dealer 


distribution. He is a leader in Domestic Engineering 


serve. The prime function of 


merchands He 


recognizes this as his own 
this publication is to provide 


his community, is 


ingsninded, maintains show publication, created for him 
the type of editorial service he 


rooms and keeps in close con edited for him and devoted to 

requires most and cannot 

tact with his prospective cus the furtherance of his own par- 
secure satisfactorily elsewhere 

depends ticular interests, That ix why 


ENGINEERING 


tomer. He 


DOMESTI« 


upon 
in his ceaseless and pro 


roduct 
hold the ' 


“ he nm your story ap 


ductive efforts to 
pears iv the advertising pages of 


DOMESTIC ENGINEERING 


it. editorial its assured 


for his ideas < 
+ Gm Caeee ane leadership in his community 


held his position of leadership 
acceptance is 


Research proves that he is the The soundness o 





HOW DOMESTIC ENGINEERING CAN HELP YOU... 


Representative Marketing and Research 
assistance, List Rental and Mailing Services and 


The numerous facilities of the DOMESTIC Service 
ENGINEERING organization are at the disposal 
of every manufacturer who uses advertising space many other functions that are equally vital to com 
in either DOMESTIC ENGINEERING or DOMES. plete and effective product merchandising. If you 
Th: ENGINEERING CATALOG DIRECTORY are not entirely familiar with these publications or 
We are prepared to assist you in virtually all these Consult Your Adverti 

These include ing detailed infor 


mation 


esseutial services 


phases of your marketing problems Agency or write direct for 


Catalog Preparation and Reprinting, Manufacturers’ 








Domestic Engineering * Domestic Engineering Catulog Directory 


1801 PRAIRIE AVENUE, CHICAGO 16 


Institutions Magazine Institutions Catelog Directory 
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The BOAT is 
only the 
BEGINNING 


Advertising Fraternity 
$50 Shoes and Ascot Ties? 


Oo Tue Eerron: I note with interest 
your editorial in the June issue of In 
DUSTRIAL MARKETING advising advertis 
ng agencies to “take a spoonful of your 
own tonne Advertise!” 
lt «0 happens that this studio on its 
wn initiative made a picture titled, ““The 
Key which tells the story « 
have tlered this 
ifter previewing 
ation of Advertising 
in White 


rill. Se 


‘ Sulphur 
\ 


red prints of this picture 


| far tour agence) 


what we need is.more urgin 


m= you to awaken the 
tv. The National Ir 
Association or 
like Russell I 


Mad 
Ave it bevy nent April 1950 issue of 
H iy pay 146 RarHat (, 
Wore Raphael G Wolff 
Hollyw 


Studios 


All He Needed 


Was a Good Ageney 


or We will wo along 
What Advertising Can 

in’s Market 

June 1950) on his 

f Ralph Waldo Emet 

r Mouse 


mn that advertising was re 


INpUs 


Traps” but question 


D Letters 


sponsible for Isaac M. Singer outshining 
Elias Howe in the sewing machine busi- 
ness 

According to H. J. Kasler, Vice Presi 
dent, Free Sewing Machine Co. Rock 
ford, Ulinois, (Canedian Clothing Jour 
nal, Spring 1950), Mr. Howe would have 
had little 
English agent, o 


made good on his promise to 


British competition if his 
ne William Thomas, had 
| patent the 
Howe sewing mact n England 
Let us net continue to belitthe Howe by 


rpetuating the statement 20) years 


had to borrow a suit to attend 
ineral True, but it followed 
with pockets 


sult of trvimg to cope with 


from overseas 


credit, he eventually came 

ss a beloved American in 

Kasler re ports that Singer's 

s finally judged an infringe 

und the matter was settled by pay 


f rovalties to Howe 


dustrial adve 


ARMSTRONG 


Copy Chasers’ “Outraged Reader’ 
Gets Reply from Westinghouse 


To Tue Eprror: The best way we 
squawk from the 
Outraged Reader” abou 


Motor advertisin 


know to answer the 
{ opy (haser 
our Life-Lin 
look at the fac 
vertisement in 
Away With Lubrication Costs 


ever appeared for the firs 
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MACHINE [ i st . tted for that part . > 

t is intensively read by these 60,000 er ~rose ARN 

t es y the pow cceptance NG ~ <a 
‘ . ~~ Hors . , sineers. They spe i more > 

e 
ey * {| fl CH 
pen when 
. hoP 
qhing® 
so ’ 


A Penton Publication + Penton Building, Cleveland 13, Ohie 





of Soaps and Cosmetics 


In this plant the Chief Engineer is in charge of ALL heating, piping and 
air conditioning. He is the KEY man who must be sold, if your product is 
to have acceptance. He is a paid subscriber to HP&AC. (Name of both 


company and engineer upon request.) 


me ee a as 





REQUIRED EQUIPMENT HOW HANDLED 


— —_ = Se — 








Piping, volves ond fittings need frequent Mointenonce jobs handled by company employees 
MAINTENANC E reparr and replocement dve to severity of under direction of Chief Engineer Required products 
service. Nine steam fitters continually on ond moterials purchased by company as specified 


company poy roll by Chief Engineer 





CHANGES or An average of $50,000 spent annually for Handied in same manner as maintenorce 
ALTERATIONS new equipment 





Engineering Dept. prepores specs. Installations 
Additions and expansions to present heot 
fobout 80%) mode by company employees, or by 
EXPANSIONS ng. Piping and air conditioning systems . 
contractors (obouwt 20%) All equipment purchoses 


constantly nder woy 
subject to Chief Engineer's approvol 














_ 





in Circulation. . in Editorial Service 
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This Company employs 1200 people. 

It operates a steam plant for factory 
heating and for supplying the steam 
needed in manufacturing processes. 


Aside from handling steam, piping sys- 
tems are used for conveying water, gas, 
soaps, acids, alkalies and sewage. 


500 tons of air conditioning are in- 
stalled for comfort conditioning of 
offices, and for use in certain phases of 
product production. 


WHEREVER MEN DEAL WITH HEATING, °IPING 
AND AIR CONDITIONING PROBLEMS 


Note that here—as in practically every 
other plant throughout the country 
where heating, piping and/or air condi- 
tioning are essential services—the man re- 


sponsible for these services reads HP&AC. 


Yes, HP&AC goes into almost every 
plant doing its own heating, piping and 
air conditioning work. On the other 
hand, if the plant lets such work to con- 


to Readers... 
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tractors, you also reach the contractors 
through HP&AC ... 

And on new construction, where con- 
sulting engineers specify the required 
heating, piping and air conditioning 
equipment, your advertising in HP&AC 
will reach them as well. 


YOU GET COVERAGE “ACROSS THE BOARD” 


If you have any product to sell in this 
large and active market, certainly in 
HP&AC is where your main advertising 
effort belongs. 

HP&AC gives you coverage “across 
the board” . . . coverage of every impor- 
tant type of buying factor in the indus- 
trial and large building heating, piping 
and air conditioning field. 


KEENEY PUBLISHING CO. 


AIR CONDITIONING HEADQUARTERS 
. 


6 Nerth Michigan, Chicaege 2 


Also Publishers of American Artison for the Residential Field 


Advertising Volume 








“The Snooper says: 
“POWER is Essential! 
to Plant Operation. 


When you advertise to the 


80, (000 readers of 


OOo oo 


you speak to the men responsible for maintaining 
POWER in practically every power plant in 














every industry! 


INDUSTRIAL MAINTENANCE 


3623-27 FILBERT STREET PHILADELPHIA 4, PA. 


Visit us at Booth No. 59 
POWER SHOW 
Hotel Jefferson, St. Louis 
August 15-19, 1950 


to pia your 30vert sement n the 
RIAL MAINTENANCE 


5 of tre Show 


ame Can Gea ud 


Salesman with a 
VIEWMASTER 


The Ease! Portfolio That Dis- 

plays One Sheet at a Time 

As each sheet is viewed. © i 
Ripped ower the top. Special con 
struction ollews al! sheets to le per- 
fectly Gat withewt expensive teth 
hinging Loove leat 

Simply lift View master by the front 
cover and the avtomtat easel sets 
® ep Gremly 

Carried in stock in four sizes 


SEND FOR FREE FOLDER 


Sales Tools, INC. 1226 W. MADISON, CHICAGO 7 = 




















February, 1949. It announces, if our 
critic will take the time to read the copy, 
the fact that our Life-Line Motor bear 
ings are pre-lubricated for the life of 
the bearing 

This is, by no stretch of the imagina- 
tion, a wanton statement. It is backed up 
by years of research and testing—and 
by more than a half million Life-Line 
Motors serving every type of industry 

We aren't backtracking from this 
statement. Every motor we produce is 
labeled with a decal that reads “Do Not 
Lubricate.” Nearly every ad, every 
catalog, every promotional bulletin that 
we have printed since our announce- 
ment in 1949 says “Needs No Lubrica- 
tion” or “Do Not Lubricate.” 


If your outraged reader will take a 
look at a Life-Line Motor he will find 
that there are no grease cups, no greas- 
ing nipples, no place at all to lubricate 
the motor 

Since the cost of lubricating a motor 
is involved when a bearing must be 
greased periodically by a maintenance 
man, the Life-Line pre-lubricated bear 
ings eliminate this lubrication cost for 
ever 

To justify his squawk your reader 
quotes one of our current ads “How 
Long Will Life-Line Bearings Last.” 
This ad talks about the life of bearings, 
and not about the cost and life of lu 
bricants. You will notice, though, that 
the motor tag still says “Do Not Lubri 
ite 

The exact thing you are complaining 
about prompted this ad—misrepresenta 
tion. Some of our customers have been 
told that periodically lubricated bear 
ings are larger. have more grease, and, 

equently, last longer. Se we an 

red this rumor in our advertising by 
jueting bearing manutacturers, who say 

Pre-lubricated bearings have the 

“ame life expectancy a* periodically 

lubricated bearings if those period) 


cally lubricated bearings are perfectly 
maintained 


But how often is a bearing perfect- 
ly maintained’ Not often enough! 
That's why Life-Line pre-lubricated 
bearings offer fewer motor outages 
due to lubrication faults 


As vou can see, the first advertisement 

« written about lubrication costs—-and 
the second about bearing life 

Se, Copy Chasers, we are still going to 

hat Life-Line Mo 

" be< 

factual customer advantage and 

r sales department and customers love 

R. P. Wacner, manager, industr al 

oducts advertisimn sales promotion 

tinghouse Electric Corp., Pittsburgh 

P. 5. By now you probably know that 

this Life-Line ad campaign has won first 

award in the ABP, Division 3, for the 

most effective use of business paper ad 


vertising 
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First DUE idea in 
construction publishing 
in 20 years... 


did one of the leading manufacturers of 

construction equipment recently say: 

“CONSTRUCTION EQUIPMENT Maga- 
zine represents the first new idea I've seen in con- 
struction publishing in the past 20 years’’? 


REVOLUTIONARY EDITORIAL FORMULA 


1. Because CONSTRUCTION EQUIPMENT shatters 
every previous concept of a publishing service to the 
construction industry by devoting itself wholly to sup- 
plying the industry's greatest need— 


Briefed field studies of construction equipment 
applications that are cutting costs and increas- 
ing productivity, with accompanying . . . 


reports of new equipment and materials that 
produce savings. 


The construction industry now has a single publication 
through which it can keep abreast of technological 
progress in equipment and materials—and their ap- 
plications. No longer is it necessary to sift this vital 
information in bits and pieces from many different 
magazines. 

Construction men must literally read on the run... 
get their information fast—or not at all. CONSTRUC- 
TION EQUIPMENT is edited to their needs—crisp, 
quickly absorbed reports, averaging less than 
250 words. 





America’s Fastest Growing Trade Magazine 
A CONOVER-MAST PUBLICATION 
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MODERN “KING-SIZE”" FORMAT 


2. Because CONSTRUCTION EQUIPMENT has a 
unique format which provides maximum editorial 
flexibility. No articles are carried over to the back of 
the book, and every advertisement has a preferred 
position next to editorial matter. This saves readers’ 
time and increases advertising effectiveness. 


UNIQUE CIRCULATION METHOD 


3. Because CONSTRUCTION EQUIPMENT circu- 
lation is built and maintained by the only men who 
know who and where the specifiers and buyers are in 
the constantly shifting construction field . . . the local 
distributor salesmen of construction equipment. 715 
of them—located in every trading area—deliver an 
all-buying audience. The distributor pays for every copy. 

Every reader is personally identified as an important 
buying influence. That's why such a high proportion 
of CONSTRUCTION EQUIPMENT inquiries turn 
into sales . . . why, in six months, advertisers have 
quadrupled! 

Get the whole sales-producing story of CON- 
STRUCTION EQUIPMENT. Find out how America's 
fastest growing trade magazine can help you cut the 
cost of selling to the construction industry. Write for 
brochure. Construction Equipment, 205 East 42nd St., 
New York 17, N. Y. 


nstruction Eouipment 





FIR-TEX KEEPS 
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Gers 


ITS CATALOG CONSTANTLY 
IN USE IN PROSPECTS’ OFFICES 


DIVISION OF F. W 


THE 


“When we set up our annual budget for catalogs and 
advertising of Fir-Tex Insulating Board products, we 
start with Sweet's service, subtract its cost from the 
total, and then figure out how well we can allocate 


the balance. 


“Keeping our Fir-Tex catalogs in the hands of active 
architects and contractors is of prime importance. We 
know from first-hand observation that Sweet's File is 
constantly in use and is considered indispensable in 
their offices. So we consider our catalogs in Sweet's 
File the base around which we tailor the rest of our 


program. 


“We have distributed Fir-Tex catalogs through Sweet's 
for seventeen years and we are convinced that this is 
the most effective way to get them used by active 


prospects.” 
Dant & Russell, inc. 


Glenn W. Cheney 
Manager of Fir-Tex Soles 


SWEETS HANDLES MORE CATALOGS THAN ANY OTHER ORGANITZATION~ 
IN 1950, OVER THIRTY-FIVE MILLION COPIES FOR 1148 MANUFACTURERS, 


DODGE 


RiGHT INFORMATION ...TO THE RIGHT 


INDUSTRIAL MARKETING, July, 1950 


PEOPLE 


CORPORATION «+ 119 WEST 40th STREET, 


AT 


THE RIGHT 


Here’s the way 
Sweet’s Catalog Service 
works for you: 


CATALOG DESIGN 


Custom catalog design by Sweet's starts with 
consultation with you to determine what 
information is needed to bring about the 
buying action you desire — specification, 
request for sales coll, direct order. Then 
follows organization of the information in a 
basic pattern for mocking your catalog 

easy to use and to understand. Neat comes 
selection of the most effective form for the 
clecrest statement of each foct-—text, table, 
diagrom, illustration. The result is a unit of 
buying information, specially designed to 
bring you and your future customers together 
in the shortest time and with the least effort. 


CATALOG PRODUCTION 


Because of the great number of manufacturers” 


catalogs hondied each year, printing by 
Sweet's offers you the economies of quontity 
production with no sacrifice of quality 

You may order your catalogs in any desired 
quantity — part to be distributed by Sweet's 
ond part, if you wish, to be delivered to you. 
If you prefer, you moy print your own 
catalogs ond deliver them to Sweet's for 

filing and distribution, in which case chorges 
ore lower than those for the complete service. 


CATALOG DISTRIBUTION 


When your catalog is distributed by Sweet's, 
it is delivered to prospects of top rank 
buying power in the morkets of interest 

to you. Sweet's spends more than $150,000 
yearly to locate, qualify and selec’ the firms 
and individuals who represent the bulk of 
buying power in each morket served. 
Furthermore, your cotalog remains in the 
office of each recipient, instantly occessible 
ot all times. This is accomplished by 
distributing it in a bound, indexed collection 
(file) of manufacturers’ catalogs. According 
to thousands of users of these files, this is the 
most effective method of getting catologs 
used by prospective customers. 


NEW YORK 18, N. Y, 


TIME 





if you’re selling to the manufacturing industries... 


SELL THESE MEN AND 


0 Sa a 
THE PLANT OPERATING GROUP aa bee * 


in f, ait tainen I aA a 


- 


. ——_— 


pis Superintenden iil! 


i \: , a 
«*, Vice President i charge of Operations ra 7 ’ 
. 
>» — . 4 \ 4 
= > 
\ 


F Superintendent 
a ay Production Contro! Superintendent 
: a 
os we a" - , 
d : . - . 
’ 


Plant Engineer 
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YOU'VE SOLD YOUR PRODUCT 


The sole reason for existence of a business publication 
is to help people in their jobs. The measure 
of a business magazine’s success, therefore, is not 


readership alone but the job-action which readership inspires. 


Your Factory Representative wants to show you strik- 
ing evidence of action taken as a result of readership of 
FACTORY. You'll be interested in this significant indication 
of real reliance on FACTORY in working out the wide- 
spread tasks of plant management in the manufacturing 
industries. 

FACTORY is edited exclusively for and concentrates its 
circulation on the Plant Operating Group. On this group 
falls the burden of meeting the challenge of industry's new 
cold war on manufacturing inefficiencies. 

Remember these facts—1. The manufacturing indus- 
tries are the largest single market for most industrial 
equipment .. . 2. The Plant Operating Group is the most 
influential management group in the buying of most in- 
dustrial materials, tools, equipment and supplies... 3. The 
Plant Operating Group is numerically the largest group 
of management men in the manufacturing industries, And 
because FACTORY has more circulation and more reader- 
ship in the plant operating group than any other industrial 
magazine, your investment in FACTORY should reflect the 
importance to you—and your salesmen—of the Plant 
Operating Group. 


/ rT LOR) 


A McGraw-Hill Publication 
330 West 42nd Street, New York 18, N.Y. 


member, audit bureau of circulationa 


mi be associated business publications 
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if you sell 


pacha? 


or aupplies 


at what's hi ippening 


im the — expanding 


MEAT 
PACKING 
FIELD 


new packaging materials, 


new merchandising te hniques 
tested and 


marketed by meat packing 


new products are being 

plants 

everywhere in America 

Let us tell you what's going on 
why this tremendous market 

of the entire food field 


is worth special advertising and 


one third 


selling effort und how you 
blanket the entire field in The 
National Provisioner and {nnual 
Weat Packers Guide 


{nd remember 


the meat pack 
ing held buvs enormous quanti 
ties of almost any product, from 
hairnets 


W rite for] page, fle-size Wark 
Data Folder 


heavy machinery to 


Finer 


ANNUAL MEAT PACKERS GUIDE 
407 S$. O8ARBORN ST CHICAGO 5& 


Trends 


A review, by business paper editors, of industry condi- 
tions that may influence industrial marketing procedure. 


Herb 


Editors Sound Warnings 
For Keeping Business Good 


Business is good and will remain at 
least level throughout 1950 

That was the consensus of a panel of 
business paper editors who forecast con 
litions in their own industries at the an 
nual convention of the National Indus 
trial Advertisers Association in Los 
Angeles 

The editers agreed on this point: that 
strong merchandising to ¢ liminate obse 
leseence in many things from machine 
wis to homes in the next several years 
will spell the 


1 good times and dwindling sales 


lifference between con 
tinue 
markets and employment 

Economist Dexter Keezer, MeGraw 
Hill Publishing Co. New York, was 

«lerator 

The following are condensations of the 

casts of the editors, each represent 
ng ama rl > ndustry 
Automotive 

Ir ction of moter vehicles, which 
ords in 1949. promises to 


r mavhe shade 


prmiviction . 


better this 


SLI AL LL 


reductions at tac 
ote. You may be 


better trading come 


same vintag 


ted 
4 ’ 


Baker 


Hays 


000 cars and trucks in 1949, the number 
of old vehicles on the road declined not 
at all 

Parts and accessories sales were down 
in 1949 but far above prewar level. In 
part, this was a reflection of the greater 
number of postwar cars on the road, 
A further drop 
is anticipated this year, although nothing 


needing fewer repairs 
so drasti 
The pay-off lies in the greater use of 


neter vehicles. Gasoline consumption 
rose in 1949 and continues to expand this 
year. Replacement tires are likewise in 
Ticne, Edi- 


greater demand. Frank P 


tor, Motor Age 


Chemical Process Industries 


Last year was a transition from a sell 
er’s to a buyer's market in the chemical 
process industries, and the shakedown 
has had a healthy effect 
as a whole. The first six months of 1950 


on the industry 


have witnessed a marked recovery and 
considerable optimism felt for the 
months ahead 

The miustr 


back the fruits ts prosperi has an 


always re » plow 


estimated pi 


rogram 


f more than $2 billion in 1950, a full 


third of the estimated total spending by 


manufacturing. New products have 
i the chen 


1emical process 


reap the bene 


loped an 


m early post 
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Pick a Field 
hat is Buying 


An 8 page outline of the industry's future — 
reprinted from the September issue of BRICK 
& CLAY RECORD is yours for the asking. Also 


a booklet on your sales possibilities. 
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You can get orders and 
profits out of Structural Clay 
Products, Refractories, Sewer 
Pipe, and Brick industries 


covered by 
BRICK & CLAY RECORD. 


No other publication 
can bring your message 
to this field. 


BRICK & CLAY RECORD 


The World's Leading Clay Journal 
5 SOUTH WABASH AVE e CHICAGO 3, ILLINOIS 





A Bid Jers are back in business! More 
plans more bids more awards are in the 
news every day! 


pH 


. 5 
( vtractors get bid news first tron thei A 4 r neq 
where bid news is close home not fh the wire 
liqiously by the men that build and buy equipment t { 
sher mish tian Th tle | , tion > 
ere ica 'g up « cai pudiice $s comes 


P's 10 000 pages of lecal bid and award news reported 


iq reasons why 67% 000 construction men rely 
. , 

n thew / Regionals first for the news! And a mighty 
pason why these Req nal C nstruction papers 


sid be atthe top of your selling plans in 1950! 


READ BY 62,000 CONSTRUCTION MEN 


rR regionals Sell 


‘ P 
STE SALES POWER OF AC Like YOUR 


DERSON, AY 
a ay Salesmen Sell 
1022 Lumber Exchange Bldg 
Minneapolis, Minn 

ASSOCIATED CONSTRUCTION PUBLICATIONS 
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To 
Help You 


In your selling to this $3 Billion foundry industry, 
you'll find a helpful partner in THE FOUNDRY. 

Its nineteen editors are constantly emphasizing the 
need for mechanization and modernization. De- 
velopments and new methods are continually re- 
ported to more than 35,000 FOUNDRY readers 
throughout an industry that spends money to make 
money. 


THE FOUNDRY “knows” the foundry market. We 


can help you measure it by type of foundries, geo- 
graphically, and by capacity. We can supply you 
with information that will help you establish or im- 
prove distribution in this market. 

We can help you reach, with your sales messages, 
the foundries with over 90% of the industry's melt- 
ing capacity. Tell us what you want to know about 
selling to foundries and we'll do our level best to 
help you 


35,000 READERS 


Brie 


leoaneen 
— go 


Helping You Sell To Foundrymen — = 


WHEREVER METALS 


A PENTON PUBLICATION, PENTON BUILDING, CLEVELAND 13, OHIO 
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TACKS ARE TOUGH ON TEETH... 


Tuar's what Dings Magnetic Separator Company 
advertising tells food processors. Then it sells them 
magnetic separators to keep this kind of stray iron 
out of your breakfast cereal. 

Dings advertising taught the textile mills to use 
magnets to prevent fires caused by sparks, showed 
the metal-working industry how to profitably reclaim 


scrap, presented the potteries with a means of giving 


you clear, unspecked chinaware. Dings advertising 
continues to do jobs like these in every industry you 
can name. As a result, Dings, our client of 29 years, 
continues to prosper as the world’s largest exclusive 
builder of magnetic separating equipment. 


Producing the kind of industrial advertising that gets 
results you can measure on your financial statement is our 
business. If you'd like more details, let us hear from you. 


RUSSELL T. GRAY, INC. 


205 W. Wacker Drive e Chicago 6, Illinois e Telephone CEntral 6-7750 


ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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“McGraw-Hill Textile Catalogs are 


OF INESTIMABLE VALUE 


in locating products and manufacturers... quickly” 


Marvin W. Simkins, Supt., 


Tirrell Bros. Silk Corp., 
Phillipsburg, N. J. 


That’s how Mr. Simkins evaluates the 
role of McGraw-Hill Textile Catalogs 
in supplying his company with helpful 
pre-filed buying information 

The statement is typical of the way 
thousands of key buyers throughout 
industry refer constantly to this and 
other McGraw-Hill Catalogs serving 
the electrical and mining fields. 

These men—customers who count 


appreciate these convenient McGraw- completeness —specifications on ma- 


Hill Catalogs as proven buyers’ tools 
They like their form—pre-filed to in- 
sure against loss or misplacement. They 
like their arrangement — information 
classified and indexed by both com 
pany and products. They like their 


McGRAW-HILL CATALOG SERVICE _ 


chinery, equipment, supplies and other 
products of hundreds of manufacturers. 

Write, or ask your McGraw-Hill rep- 
resentative, for detailed information on 
the various units of the efficient, or- 
deriy McGraw-Hill Catalog Service 


330 West Forty-Second Street, New York 18, N. Y. 


SELLERS seeking BUYERS use Advertising 
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BUYERS seeking SELLERS use Cofalogs”’ 





THIS 
CONVENTION 
PROVED 
THAT 


HERE I$ THE 
MARKET 
A/AN\ 


I; 
ror EXTRAY 


TEXTE macuineny || | 


Hundreds of textile manufacturers 
travelled thousands of miles to see 
the Textile Machinery Show in 
Atlantic City last month. They 
came to see and to buy the modern 
American equipment they have 
been reading about for the past 
10 years in the only Spanish- 
language textile magazine which 
covers every Latin-American tex- 
tile industrial center. 


These textile manufacturers used 
the money earned from us by 
sales of their coffee, ores and other 
local products to buy more than 
$44,000,000.00 worth of U. S. textile 


machinery last year. 


Dollar shortage? Not for the textile 
industry. Not if you compare to- 
day's vast business with the best 
pre-war year. 


An approach to these markets can 
be very profitable. It can be eco- 
nomical, too, when done through 


it sells them because 
lt “telks their leaguege.” 


570 7th Ave.. New York 18. N.Y 


in Industrial Marketing 


By KEITH J. EVANS 


Blotters 


used blotters 
as attachments to our letters and 
a fairly large 
number to enclose in our outgoing 


For years we hav 


have also printed 


mail. New someone tells us that 
being used any 
more. Is this true?—ADVERTISING 
MaAaNacer 


blotters are not 


Now that almost all business cor 
respondence is typed, there is, of 
blotters. In the 


good old days men signed their let 


course, less use for 


ters with a rather heavy pen and slow 


drying ink, in which case blotters 


were necessarv. Today, however, with 
our modern pens and quick-drying 
inks, blotting is hecoming less and 
less necessary 
There is, however. still a large vol 
vw of blotting paper sold and there 
good tendency for a person 
a blotter on his desk at least 
r two, while t simple en 
might be thrown im 


basket. So 
ret ords on the sub 


vel ype imsert 


mediately in the waste 
while we have no 
ject and know a great many success 

nies that are still using 
ire not in a position to 
sccurately. Perhaps if you 
mk 10 { your salesmen to 
check with 10 typi il customers, you 


night « e up with the right answer 


Getting More for Your 
Money per Square Inch 
and all of 
vw the past 
we have spent 
money in only four 
ould you give me 
iggestion for broad 
advertising, doing at 
mum job on two or three 
ver products and depart 
mult greatly increasing 
ing appropriation 
Apvertisinc MANACER 
You have placed a difficult order. 
It is generally considered that if you 
take a certain amount of weight away 


from one product and give it to 
another, the first product will suffer 
Wen ight recomme nd that you use a 


box in each advertisement to feature 


set ondary produc ts or that you use a 
two-inch column down the side of an 
ad in whic h several of your sex ondary 
products might be featured. 

While these methods may 
you to chances of spoiling your ads, 


expose 


there are ways of bringing in second- 
ary products, of getting more value 
per square inch. We would suggest that 
you have one of your clerks go 
through quite a few magazines, clip- 
ping advertisements that include sec- 
ondary products. A review of the best 
current work will probably stimulate 
vour own thinking on the subject so 
that you will be able to do an accept- 
able job. 

Many other economical tec hniques 
include envelope inserts of the better 
sort, advertising copy on invoices, let- 
terheads, envelopes and even the tiny 
folders that some companies paste on 
the lower left or right hand corners of 
their letters are effective on secondary 
produc ts without greatly increasing 


osts 
Testing Techniques 
for Industrial Advertising 


seems reasonably 
but I 


te I always feel that 


Our company 
satisfied with our advertising 
im not qu 
we should be doing 


it seems more difficult 


better. On the 
other hand 
to test industrial rather than con 
sumer advertising. and costs are 
high 

Do you have any simple sugges 
tions that may permit me to have a 
little more peace of mind?—-Ap 

VERTISING MANAGER 

Many methods of testing exist but 
as you indicate, more work has been 
done in the consumer field than in the 
industrial field 


methods that has been used in indus- 


One of the simplest 


trial advertising is as follows 

Secure 400 or 500 proofs in each 
of six or seven ads that you would 
like to have prepared, send these to 


typical customers or prospective cus 
tomers and have these people rate the 
ads with regard to their particular in- 
terest 

As you know, Daniel Starch & Staff, 
New York, is rating 


using Starch readership methods in 


advertisements. 
Continued on page 120) 
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wa PROCESSING 


—“ 











The Covee Prottira 


Combination of Auorescent 








Quality Quality 
“READER ACTION (Performance) 


Quality Superior 
proves “READERSHIP and “Advertising Values . 


s little. Only quality counts 


INDUSTRIAL MARKETING. July, 1950 








IF YOUR PRODUCT is used in Heating or Plumbing— 


—you won't find a more effective medium for reaching your prospects (more of them, and at 
lower cost per thousand!) than HEATING & PLUMBING EQUIPMENT NEWS. .... the only “new 
equipment" magazine in this field. Circulation, 35,000. Products shown on this page are 
some of the hundreds which have drawn 42,203 requests in five months from contractors and 


wholesalers for additional equipment information. Write today for rate card, sample copy. 


HEATING & PLUMBING EQUIPMENT NEWS, 148 Lafayette St., New York 13 
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"3 Ring Performance 


10 years’ 
progress in 


special 
metal show 
section 


the engineering 
of metals 


engineering 
index 
section 


% 


BE SURE YOUR ADVERTISING SCHEDULE INCLUDES THE OCTOBER 
ISSUE OF METAL PROGRESS — THE METAL SHOW ISSUE 


@ 21,000 Metals Engineers will receive their feature- 
packed October issue before the Metal Show—and 
hundreds of others at the Show itself. They will enjoy 
three great features— 

1. Ten years of progress in the main branches of metal- 
lurgical engineering in a series of articles by acknowl- 
edged experts. 

2. Complete program of the Metal Show with list of 


EXTRA PERFORMANCE 


7,500 copies of The Engineering 
Index Section will be distributed 
at the Metal Show. Let us explain 
the benefits and potential power 
of this section for your advertising 


INDUSTRIAL MARKETING, July, 1950 


exhibitors. 


3. Reference digest of manufacturers’ engineering data 
with special reprints for distribution af the Show. 


This important Metal Show issue will be used as a 
guide through the Show and it will be kept for refer- 
ence to metallurgical progress and engineering data. 
Reserve your advertising space now. Metal Progress, 
7301 Euclid Avenue, Cleveland 3, Ohio. 


cya cuLation 


nG 
ywousteY 


InG 














Established Since 1912 
A.B.C. Audited Since 1929 
June Net Paid Circulation 8187 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 








July 22-25. International Hardware 
Show, Navy Pier, Chicago. 

July 29-Aug. 2. National Association 
of Visual Education Dealers, Sherman 
Hotel, Chicago 

August 16-18 Western Packaging 
Exposition & Conference, Civic Audi 
torium, San Francisco 

Aug. 7-20. Ist U. S. International 
Trade Fair, Navy Pier, International 
Amphitheatre, Coliseum, and Arena, 
Chicago 

Aug. 15-19. National Power Show of 
National Association of Power Engi 
neers, Hotel Jefferson, St. Louis, Mo. 

August 16-18. Western Packaging Ex 
position & Conference, Civic Auditorium, 
San Francisco 

Aug. 20-25 
Association 
burgl 

Aug 21.25 National 


Le ather Ceood Show 


National Industrial Stores 
Hotel William Penn, Pitts 


Luggage & 
Palmer House, 
Chicago 

Aug. 28-31. Metal Mining Convention 
and Exposition, Fairgrounds, Salt Lake 
City, Utah 

Sept. 6-8. Biological Photographic As- 

ition, American Medical Museum, 

Chicago 

Sept. 5-9. National Chemical Expo 
sition, Coliseum, Chicago 

Sept. 11-23. National Graphic Arts 
Exposition, International Amphitheatre, 
( hicago 

Sept. 18-20. Track Supply Associa 
on, Coliseum, Chicago 

Sept. 18-21. American Hospital Asso 
ation, Auditorium, Atlantic City 
pt. 18-21. National Builders Hard 
ware | Xposition, St Louis, Mo 

Sept. 18-22. Fifth National Instru 
ment Conference & Exhibit, Memorial 
Auditorium, Buffalo 

Sept. 242 Advertising Specialty 
Fair, Advertising Specialty National As 
sociation, Palmer House, Chicago 

Sept. 26-29. Industrial Packaging & 
Materials Handling Exposition, Phil 
idelphia 

Sept. 26-29. Iron & Steel Exposition 
Public Auditorium, Cleveland 

Sept 29-Oct. 8 National Television & 
Electrical Living Show, Coliseum, Chi 


“ 


J au 
Oct. 2-6 Exposition Cas Appliances 
& Equipment and American Gas Asso 
iation, Convention Hall, Atlantic City 
24. Premiums & Advertising 


alities Ist Regiment Armory, New 


6. National Hardware Show, 
Grand Central Palace, New York 

Oct. 3-6. National Brewing Industries 
Exposition, Coavention Hall, Phila 
delphia 

Oct ». National Lubricating Grease 


Institute, 17th Annual Meeting, Roose- 
velt Hotel, New Orleans, La. 

Oct. 46. Direct Mail Advertising As- 
sociation, Hotel Roosevelt, New York. 

Oct. 7-9. American Institute of Laun- 
dering Exposition, Boston, Mass. 

Oct. 7-14. International Dairy Show, 
Indiana State Fairgrounds, Indianapolis. 

Oct. 8-11. National Institute of 
Governmental Purchasing Sth Annual 
Conference & Products Exhibit, Mil- 
waukee, Wis. 

Oct. 9-12. Federation of Sewage Works 
Association, Statler Hotel, Washington. 

Oct. 10-12. Industrial Packaging & 
Materials Handling Exposition, Conven 
tion Hall, Philadelphia 

Oct. 15-18. Public Works Congress & 
Equipment Show, New York. 

Oct. 16-19. National Exhibit of Build 
ing & Maintenance of National Associa- 
tion of Housing Officials, Statler Hotel, 
Detroit. 

Oct. 16-20. 38th National Safety Con 
gress & Exposition, Chicago. 

Oct. 16-21. Dairy Industries Exposi 
tion, Convention Hall, Atlantic City. 

Oct. 23-27 1950 Convention of 
National Metal Congress & Exposition, 
Chicago 

Oct. 23-28. National Business Show 
of Office Executives Association, Grand 
Central Palace, New York 

Oct. 30-Nov. 2. National Beverage Ex 
position, Civie Auditorium, San Fran 
cisco 

Oct 31-Nov. 2. Annual Meeting 
American Society of Agronomy, Cin 
cimnati. 

Nov. 6-10. 35th Annual National 
Hotel Exposition, Grand Central Palace, 
New York 

Nov. 9-11. Paint Industries Show, Con 
gress Hotel, Chicago 

Nov. 27-Dee. 2. National Exposition 
of Power & Mechanical Engineering, 
Grand Central Palace, New York 

Dec. 4-8. Automotive Service Indus- 
tries Show. Navy Pier, Chicago 

Dee. 10-13. Store Modernization Show, 
Stevens Hotel, Chic igo 

1951 

Jan. 16-18. Northwestern Lumber 
mens’ Convention, Minneapolis, Minn 

Jan. 21-25. National Association of 
Home Builders, Chicago 

Jan. 22-26. 10th Heating & Ventilating 
Exposition of American Society of 
Heating & Ventilating Engineers, Belle 
vue-Stratford Hotel, Philadelphia. 

Jan. 24-26 
men’s Convention, Kansas City, Mo 

Feb. 5-8. Automotive Manufacturers 
Accessories Show, Grand Central Pal 
ace, New York 


Southwestern Lumber 
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INDUSTRIAL 


Modern Railroads 


For eutstanding single issue 
published during the period 
ending December 3), 1948 
in the eleventh anngal 


editorial competition 





I, you want to reach a receptive industrial audience 


THE MONTHLY MAGAZINE FOR 


Circulation is important but advertisers 
know that it is interested readers that 
really count. If you want to talk busi- 
ness to manufacturers, you must do it 
at a time when they are thinking about 
lifting sales curves, increasing produc- 
tion or developing new products. . . 
when they are interested and looking 


for ideas. 


You have but to glance through 
Modern Industry to see that it is the 
only magazine serving executives 
which devotes its entire editorial effort 
to practical industrial problems. Mod- 
ern Industry readers are interested in 
their businesses and business problems 


. their minds are pre-conditioned to 


EXECUTIVES IN INDUSTRY 


be receptive to your advertising. They 
are thorough readers, too. A recent 
survey shows the average subscriber 
spends two hours and thirty-four min- 
utes each month reading Modern In- 
dustry. And the fact that Modern Indus- 
try is the fastest growing executive 
publication is evidence of its increasing 
acceptance by top management .. . 
the group that makes or influences 


buying decisions. 


It is no wonder that more and more 
industrial advertisers are turning to 
Modern Industry, the monthly maga- 
zine for executives in industry, for 
economical and effective coverage of 


the industrial market. 


_ 
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me 
a 


A $7 Billion Merchandising Business with “Big Industry” 
Handling Problems... HERE'S HOW TO SELL YOUR SHARE! 


and building material bus f cost-reducing equipment nou 
BUSINI ar It nes tc proestion To sell this big, ripe ; your No. 1 
tan a eo, ~—svehicle is BUILDING SUPPLY NEWS 
uipment BSN developed this market for you and is 

the ly pr cation in the field that pro 

ry ve coverage of lumber and 
handling problems. Your 

BSN reaches the top dea! 
» do 85° of this $7 


ber 
market, 


materia 


rs wht 


pment manutac 
i mien 


Let us FE mie hq om ees 


wns ort A ng 


any equ 
n this field 
of thousands of 
to be : Te 


shed 
navre 


SALES that are waiting 


Free— Send today for yo copy of the 28.poge reprint 
of BSN 's Morch 1949 Moteriols Handling Guide it's tu 
of ideas on how ¢ umber 


ond building moter 


BUILDING SUPPLY NEWS 


TOTAL DISTRIBUTION 22,500 COPIES 
Chicago 3, tlinois 


32 yeors exciusiv 


ducts tihe yours con be sold to 


eo! deciers ond wholesolers 


5 South Webash Avenue 


hed by Indust Put 
shers te the odustry, else publishers 
hort & Whoelescle Brick & 


ding < 
¢ Dote Boot 


ae. for over e 


Cley 


ol List of — 
Handled i pocorn we 
wumsen, INC. 
7 STEWART On 
panne shoma city, © 
” gang,600 test of lwmne 
5 y mad feet of MO one 





ents of 18 Reeder) 





how 


McGRAW-HILL DIGEST @ 
is helping 
U.S. exporters 
reap profits 


in a booming 


$3,112,333,000 


industrial equipment 





Export Market 





L.S. exports off? Maybe so, but foreign trade in ma McGraw-Hill Digest. They reach a selective audience 
industrialists and 


1 a smaller decline last year than the of 30,000 important businessmen 


neers who read McGraw Hill Digest every mor th 


to keep abreast of the latest industrial, technical and 
The ‘ 


chinery showes 
Construction, Con 


Metal-working, Tex 


total, Some machinery lines 
ing, Mining, Well, Purmpis 

tile, Sewing, and Shoe actu showed an increase screnti he developments throughout the world 

rage of 12.5 er Extra dollars saved pay hard American dollars every year for the privileg 

essentials will accet s trend in 1950 is These executives are prime prospects for your product 


ther lines. Who will ge * business in the Get your share of this booming 1950-51 export ma 
Poe — er chinery market by telling your sales story in McGraw 
Hill Digest to the people who do the buying. ¢ al] your 
earest McGraw-Hill Representative for 
wh the right people with your sell or write *MecGraw-Hill International ( orporation, 


i i 
530 West 42nd St.. New York 18, N.Y. 


sales-minded exporters use 


do the best, most 


As always, it will to those whe 
| information 


iggressive pob of seilir Part f this sellin job is 


making sure ¥ u re 


messages That « why 


@ MeGraw-Hill International Publications Give You 


® Experience in World Business 
counselling, research, transla 
merchandising are available to 


© ABC Audited Circulation... ® A Perfect Climate for Selling 
you know wh reading your sales subscriptions and 
sage and where they are located renewals show 

of reader 


r export t irket 


sudits of paid 
vitality and interest tiens 
all manufacturers 


t ‘.* 
vr pal Export Market 
© Meta and Manufs 














INTERNATIONAL CORP. 
¢ = World-Wide Headquarters 
for Business Information 


BRANCH OFFICES — Atlanta, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles, Philadelphia, Pittsburgh, St. Louis, 
San Francisco, Washington, Buenos Aires, London, Rio de Janeiro, Mexico City, Frankfurt, Paris, Bombay, Melbourne, Tokyo 
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Let’s Get Out 


of the Advertising Business 


tlw industrial advertising world 
has shown an inclination to nar- 
row the proving of results into a pro 
posal to count inquiries. 

This is indeed an over-simplified in- 
terpretation of industrial advertising 
effectiveness 

I personally am no more in favor of 
establishing an inquiry count as a 
yardstick for measuring advertising’s 
effectiveness than I am in favor of 
ignoring the usefulness of a qualified 
inquiry as a valid sales lead. Inquiries, 
per se, are useless until they have been 
turned into some salutory influence on 
the sales or other objectives of our 
respective companies. But while we re 
fuse to accept inquiry tabulations as 
the final or sole evaluation of adver 
tising effes tiveness, let us not werlook 
the usefulness of the valid inquiry 
when it can be properly converted to 
our companies’ interests 

The methods for measuring our ad 
vertising’s effectiveness are limited 
only by our own ingenuity and re 


Effective 


tions of advertising’s power can run 


sourcefulness demonstra 
the gamut from a testimonial by one 
of our salesmen to the intricate tracing 
of advertising’s influence on a single 
objective. 

Another complaint about attempts 
to prove the effectiveness of advertis 
ing is that they are too statistical. If 
you would show the effectiveness of 
your advertising in some non-statist 


cal manner, so be it. Perhaps the in 
tent of your advertising is to pave the 
to cover 


way in mechanized selling 


the well-known first three steps in 
making a sale. Perhaps your product 
requires long-term selling, in white h 


your advertising can at best be a strong 
nfluence 
Nevertheless the closer you can 
e to demonstrating nuch in 
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Conferkig Zaort 


fluence your advertising does exert. 
the more readily will management 
acknowledge the continued importance 
of your advertising, come good times 
or bad, 

Let’s not get away from the main 
idea that effectiveness should be 
shown. And let us bear in mind that 
we have not been successful, unless 
and until the confidence expressed by 
our management in the effectiveness 
of our advertising is as strong during 
the temptations of economic stress as 
it is In more prosperous times. Will 
they love us in December as they do 
in May? When the going gets rough, 
I know of nothing more persuasive 
than figures that permit no argument 
and cannot be ignored. 

Still another criticism of the earnest 
attempt to mere concretely establish 
an abiding confidence in industrial 
advertising in management's mind is 
that we who advocate more practical 
measurements of effec tiveness lac k 
faith. By faith, from what I have been 
able to determine, is meant the accept 
ance of advertising by an individual 
company in the happy agreement that 
since advertising is a so-called intangi 
ble business asset, it needs little fur 
ther examination 

I do not know what greater faith 


a man can have in his profession than 


This issue of Industrial Marketing is 
largely a report of the National Indus- 
trial Advertisers Association's annual 
conference at Los Angeles. Conden- 
sations of conference speeches appear 


on this and many succeeding pages. 


JULY, 1950 


By BERNARD DOLAN 
Retiring President, - 
Advertisers A 
Soles & Advertisir 
Fr e & ¢ 


Justrio 


to be willing to look down its throat 
to be willing. with even the most ele 
mentary tools, to attempt to analyze 
its true contributions toward whatever 
goals he cherpshes—and to have con 
fidence in what he will find 


Knew It All 


I am reminded of the early years of 
the medical profession when, under 
similar circumstances, it was heresy 
to suggest the severing of a limb or 
the opening of a bowel, because all 
that was to be known was already 
known. There have been and always 
will be those willing to substitute rhe 
toric for facts. Granted advertising to 
: large extent is an art——so Is music, 
which is based on mathematics, and 
« 18 medicine whi h is based on 
science. We will be ever vulnerable if 
we cling to the ivory tower of creative 
vss, for advertising, the art, must 
slways be married to business, the 
irithmetic., and in business, as this 
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How We Make Our Ad Budgets Stick 


By F. F. GREGORY 


‘ Put Relat 
A 


.! years ago, A. 0. Smith Corp 
did 


i business i S200 000.000 
with virtually me vivertising 
he explanation ts simple 
For 70 years A. O. Smith had been 
i leading maker of such heavy « ipital 
ls as automobile frames, giganti« 
pressure vessels, thousand-barrel stor 
we tanks nad large diameter ste« 
pipe With only a handful of custo: 


ers for each two. t product. advertis 
ing could not function 
But toward the end of the w 


ersify 


was t 
that were ste« 


research 


uivertising 
ndvertisin 
S150) tk 1OOL000 
In the process of this cle velop 


we } we evoived or stey appr 


What do you do to your ad budget when a steel strike cuts production to a fifth 


of capacity, wipes out your inventory and boosts your backlog of orders at a 


frightening rate? Or when your inventory shoots up and your backlog sinks, each 
by $ 200,000 in three months? Or when your Jan. | forecast of $2,000,000 annual 
sales drops to $1,500,000 at the end of the first quarter? At A. O. Smith Corp., 


these problems were met by various divisions, each making its own decisions 


but using effectively the same basic formula. 


ise with each product divi 


knowing as much 
s business situation 
inagement 


clear statement of 


reement or the part 


play itlaining 


juarterly or results 


ulways looks 


i knowing 
ns business 

inagement 
year our advertising 
aivertising agency 
neeting with ¢ ach 
nt \s a wart ng 
of what we are go 
that meeting. we 


ision a week or 


' advance of the meeting, a 
check list of some 20 o1 


topics that we ire going to disc uss 


nore W 


30 standard 


The rest of this talk really is going to 
be based on the use of that check list 
The first five iterns on that check 
list are current shipments, current 
sales, backlog 
tory 
W he you know those five things 


about any company s curre nt position, 


produc tion and inven 


you already have a pretty good idea 
where the job of advertising is going 

to be for that divisior 
The best wav to make clear how 
these relatively simple check lists can 
ormous beneht to those of us 
to spend the money is to 

it some case histories 


a consumer durable goods 


Current shipments are at the rate 
f S2.000L000) a vear 
Current sales are at the rate 


SSU0L000 a vear 
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The backlog is $1,000,000, but 
the backlog three months ago was 
$1 .200.000. 

Production is at the rate of $1,- 
000,000 a year, but capacity is $4,- 
000,000 a year. 

The inventory is $1,000,000, but 
three months ago it was $800,000. 
With new orders way below cur- 

rent shipments, with the backlog drop- 
ping, with inventory rising, with pro- 
duction at only 25% of capacity, it 
is perfectly apparent to anybody that 
you have a drastic sales problem. If 
you have a drastic sales problem, you 
have a drastic advertising problem. 

So at this point it is very simple 
We make no decisions. We simply 
point these things out to the division 
We say. “Here is the knife. Cut your 
own piece of cake. Which would you 
rather have? Would you rather have 
the sales support that advertising can 
give you at this time? Or would you 
rather save the money, reduce your 
advertising budget. fold your hands 
and give up?” 

The point is that we both see the 
same problem at the same time. The 
decision is always up to the division 
management. In this case the decision 
was that this bad picture was contra 
seasonal. We thought we knew why 
it was temporary and we decided that 
we would prepare for ar early re 
sumed demand by continuing the ad 
vertising 

Just to show you how different fig 
ures on the same check list give an 
swers that are different, let’s look at 
another one from a heavy capital 
goods division 

[heir current shipments are at 
the rate of $2,000,000 a year, but 
current sales are at the rate of $6 
000.000 a vear 

The backlog is 
against a backlog 


of $7.000.000 


$12 900.000 


three months ago 


Production is at the rate of $2.- 
000,000 a year. with a « apacity of 
$10,000,000 
Inventory: none 
What is the explanation of that sit 
uation? With sales three times ship 
ments, with production and shipments 
at one-fifth of capacity, with the back 
log growing at a frightening rate. the 
explanation was simple. The steel 
strike was holding production down 

What are vou going to do? We all 
know how unbalanced backlogs evap- 


orate in almost no time. Shall we trim 
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the budget to fit current saies? We 
do not know what will happen to the 
steel strike. Shall we leave the budget 
alone and ride it out? The division 
has to make the decision. We point 
out the facts and let them make the 
decision. They decided to leave the 
budget alone and ride it out. 

Let's find out some more about this 
division’s business. So far we have 
only asked five questions. Let's ask 
six more. We want to know what the 
forecast now is compared to what the 
forecast was three months ago. We 
want to know whether industry sales 
are up or down since three months 
ago. We want to know what the 
market conditions are. Is competition 
tough? How is our pricing compared 
to competition ? What product changes 
are currently being made or antici- 
pated for the near future? 

Let’s take a look at a new product 
in the industrial supply field: 

Here is a forecast of $1,500,000 
a year. Three months ago the fore 
cast was $2,000,000, 

Industry sales are good. Market 
conditions are excellent. Competi 
tion is tough, but fair. Pricing 
we appear to be equal with competi- 
tion. In product changes, we are 
adding some types to our line. 
What are the answers here? Why 

aren't we realizing our forecast? It 
did not take very long to find out. 
We had not yet won enough distribu 
tion. Every sales and advertising ef 
fort must be put on winning distribu 
tion. Never mind about the ultimate 
sale. Get the distribution out there 
Until these facts were uncovered, and, 
unless we knew these things, we might 
have seriously considered consumer 
copy and cooperative advertising, and 
the division would have been in the 
same spot three months from now. 

Here is the last step in learning as 
much as possible about the division's 
What is the 


picture? We make a line of very un 


business *xisting sales 
usual equipment, running up to $1 
000 in price, and sold primarily to 
small service establishments like res- 
chart 


salesmen, 22 


taurants. The organization 
showed that we had 17 
distributors and 50,000 dealers. 

So we began looking behind the 
hgures. Let's see. We have 50.000 
dealers. Are those dealers going out 
and trying to sell this product? No, 
they are not. 

Does the distributor go out and sell 
Well. no, 


the product to the dealer ? 


the distributor does not go out and 
sell, either. 

Does the distributor stock the prod 
uct and have it on hand to supply to 
the dealer? Well—no—the distribu- 
tor does not stock it. He puts a sheet 
in his catalog. 

We said, “So far you haven't any 
dealers, because none of them stock 
and sell. You do not have any distribu- 
tors because none of them stock and 
sell. Let’s take a look at these 17 fac- 
tory salesmen. Are they full-time 
men?” 

“No, they are part-time men.” 

“What do they do with the other 
part of their time?” 


How Does Sale Develop? 


It turned out that they were selling 
a different, simpler product that they 
know more about. They have many 
more prospects and they do sell the 


other product successfully. 

We said, “That is very interesting. 
The dealers don’t sell your product; 
the distributors don’t sell it; your 
own men don’t sell it. How does a 
sale develop?” 

It seemed that, when a prospect 
for this product had a need, in look 
ing around to fill that need he learned 
of our product, so he got in touch 
with his local dealer and told him 
about wanting our product. The local 
dealer got in touch with his distributor 
and said he wanted our product. Then 
the distributor went to our district 
sales office and they send a man out 
and ultimately the customer gets the 
produc t. 

You can analyze that situation any 
way you want to, and you can come 
to only one conclusion: The only 
force that sells that product is adver- 
tising! Yet until these facts came out, 
we felt we were spending a dispro- 
portionate amount for advertising. 

By this time, | hope I have made 
clear why we feel we have to know 
what the business situation is in each 
division before we can even think of 
talking advertising. 

Now we are ready for step two of 
our four-step program. After learning 
all we can about the division’s busi- 
ness situation, let’s require a clear 
statement of sales objectives. Here 
are four check list items that ask for 
three specifics. 

1. What is the present forecast in 
units and in dollars? 

2. What additional distributors do 
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How a Product Handbook 
Can Prove Your Ad Results 


$1,000 spent on “extra” copies of a handbook can make a 
$20,000 space budget look like $30,000. Here's how Amer- 
ican Hard Rubber Co. did it. 


| EVELOP a good handbook, offer or gimmick that helps your customers By ROBERT D. TOWNE 


it freely in all your advertising and prospects use your product to his Vice-Presiclent 
screen your responses carefully best advantage. Other names for hand- W.L. Towne Advert 
and the proof of results will present book might be “Manual.” “Data New York 
itself—automatically Book,” “Hints for Faster Machining 

This simple formula has offered the of Brass.” or even “Handy Selector 
most palatable advertising results to Slide Rule 


a prove that this from managements viewpoint 


management by managements own 
l. The formula makes the advertis 


admissiot of any ethod we ve ol formula doubles the effectiveness of 


, ing effectiv 
served in 12 years at this business the salesman’s first call, we ll disc uss . - . 


Handbook” means any education costs and we'll issue a few storm warn 2. The quantity—and quality—of 

ul, mtlormative how-to-do-it booklet mg but right now, let's look at it inquiries offers astounding proof to 
management that the publications you 
have selected are really being read 


by the right people 


3. These inquiries, when properly 
screened, provide excellent “leads” for 


new business 


4. The salesmen love it. Here are 


four of their actual comments: 


I have always tried to interest ABC 
Co. in using our material, but they 
always disclaimed any interest. One of 
our books got into their engineering 
department and a short time later we 
were asked to estimate 

This handbook adds prestige to the 
company 

This book gets me in to see men | 
couldn't contact before 

We have had comments from engi- 
neers I contact and they say this book 
'-  Y sluable -ource ot information 


» (and that last salesman said it 
\ sur sales departs ent receives a flood 
tf compliments fror istomers and 


pr sper ts 


! The handbook Keeps w king tor 
wan’ 
wr ve It's proof today that 


SETTING A RECORD f quiri nt lifferent publications, the fractional as ? , i ant 
page ad at left pulled 800 inquir fre 1 single insertion in one publication and : ser - 
ries ft 1other. That was a 4 return with no coupon meri H 
Ibook offer, small cover illustration 


more than 1.000 inqu urd Rubber Co.'s hand- 
ha ing 
Subsequent ads (as at right > pages of technical data 
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The handbook was offered to readers 
in a fractional-page ad in all leading 
design papers. 

The ad set a record for inquiries in 
two different pulling 
more than 800 from a single insertion 
1.000 in- 


publications 
n one—and more than 
quiries from another. That's about a 
i) return. With no coupon 

In all subsequent ads the handbook 
was offered free—usually showing the 
cover of the book in the corner of the 
ad. 

The handbook is also plugged by 
direct mail. Four mailing pieces were 
made up last year at low cost from ad 
plates. Mailed to 15,453 design engi- 
neers, one piece brought back 1.297 
post cards—a return of more than 8%. 

This campaign of fractional pages 
and direct mail resulted in the dis 
tribution of nearly 25,000 copies of 
the ACE Hard Rubber Handbook in 
less than two years. 

How can these advertisers afford to 
give away so many expensive pieces? 
The advertiser reasoned like this: 
“Agreed we ought to have this manual 
or bulletin. If we restrict its use, our 
minimum would be 
about 5,000 copies. Now then, how 


requirements 


much would it cost us to overprint 10,- 
000 or 20.000 extra copies to give 
away with no restrictions?” 
The answer: relatively, very little. 
A thousand dollars spent on “extra” 
copies of a book will make a $20,000 
space budget look like $30,000 

The next obvious question is: “What 
in Heaven's name are we going tu do 
with all these inquiries? Are they any 
good?” We all know that even though 
the names and titles of the inquiries 
look excellent (and they usually do) 
it’s ridiculous to follow them all up 
with sales calls. 

For instance, here’s what we learned 
by a survey of 438 handbook requests: 


50% just wanted to file it for fu- 


ture reference 


47° contemplated using the ma 


terial at some time in the future 


only 3 had placed orders with 


in the first four months 


of the 438 


were already using the material—buy 


It is significant that 37 


ing it either from the advertiser or 
from one of his competitors 

What is needed at this point is an 
efficient screening method for win 
nowing the chaff from the wheat, and 
delivering the wheat t the salesman 
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Salesmen’s Opinions of Prospects 
After First Sales Call 









































for his daily bread. This screening is 
a job for the advertising department, 
and each company should set up its 
own system. It should be controlled 
so that at least half of the “screened” 
inquiries turn out to be worth the 
salesman’s effort. The salesman should 
also be allowed to use a certain amount 
of his own discretion. 

Never—and this is one of the storm 
warnings we promised—never oversell 
the importance of mere inquiries to 
After all, the most 
important objective of your advertis- 


your management 


ing is its effect upon the man who 


does not bother to send in an inquiry. 


Convert to Customer 


Then, too, once an inquiry has been 
investigated and classed as a “pros- 
pect,” the job of converting him into 
a “customer” is more a measure of 
the effectiveness of the sales program 
than it is of the advertising program 

American Hard Rubber Co., mak 
ing a test of techniques for thorough 
ly canvassing any given territory for 
new prospects, took a typical indus 
trial county in Pennsylvania. The 
company listed every plant in that 
county and, with the help of financial 
references, directories, and the per 
sonal knowledge of the sales execu 
tives, boiled this complete list down 
to 26 plants they felt should be called 
on 


The sales il covered that 


territory was carefully briefed, armed 
with information as to what these 


plants made, whom to call on, and 


what to talk about. 

Result: after the canvassing, only 
one out of the 26 companies was found 
to be a “good” prospect Two were 
considered “possible” prospects, and 
seven “questionable.” 

Now we compare this with the re- 
sults of calls made by this same com 
pany’s salesmen following up 119 
carefully screened inquiries obtained 
through advertising. Twenty-one of 
these screened inquiries were found to 
be “good prospects,” 43 were “pos- 
sible” and 33 “questionable-but-don’t- 
throw-it-out-yet.” One was rated the 
most promising prospect in years. 

In short, 80% of the salesmen’s 
first calls on “screened inquiries” were 
deemed by the salesmen to be “worth- 


while.” 


Screened Inquiries 
More Productive, Cheaper 


Thus, we see that the follow up of 
screened handbook inquiries is far 
more produc tive—and cheaper than 
cold canvass calls even when such can- 
vass work has the benefit of intensive 
study and direction. 

We have shown that a good hand- 
book offer will develop the evidence. 
But getting telling 
management is as frustrating as wink- 
ing at a pretty girl in the dark. No- 
body knows what you're doing except 


results without 


yourself. 

This type of campaign offers you 
many little opportunities to feed facts 
and figures to management through- 
out the entire year. Use them—during 
lunch conversations—while you “hap- 
pen” to be walking past the president's 
office—on the elevator—in all kinds 
of conferences. Nothing is as bright as 
a constant diet of proof for manage- 


ment 


In summary: if the advertising pro- 
gram develops a hard-working sales 


tool 


if advertising broadcasts this 
tool so that it serves both as advance 
guard and rear guard for your sales- 


men 


and if the advertising produces 
more productive “leads” more eco- 
nomically than other methods of sell- 


ing 


nister you ve carried your 
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“Tough’ judges name winners ei ce 
groups of business publications 

q : ; d ‘ sot were wher ” William 

in IM editorial competition vie es es 

eon session of the National Industrial 


Advertisers Association's 28th annual 


conference in Los Angeles 


T Hk largest, most hard-boled same time, the judges obtained IN This vear the number ot judges was 


panel of judges in the 12-year wSTRIAL MARKETING’s consent to increased from 17 to 20 to permit care 
history of InpustTRiAL. MARKETING’s reate one special award and pre ful evaluation of more than 500 en 
ummual editorial competition have sented four certificates in one classi tries. The group. composed of engi 
awarded 13 plaques and 37 certificates fication although the usual limit is neers, promotion managers, pure has 
f merit to business public ations for two ng agents professional men, advertis 
itstanding editorial achievement Che competition is conducted to en ing managers, advertising agency and 
Shattering precedent, the judges for ourage and recognize outstanding ac marketing executives, took nothing 
the first « declined to award omplishments by editors of business for granted, frequently entering into 
plaques in business paper class publications in the United States and heated discussions of the relative 
froathons on gr me ' entry was Canada. Awards are for the best series nerits of entries 


sullrmcrently rutstanding But ut the 1 best single article best Classifications in which no plaques 


Merchandising, Trade, Export sindicates ploque winner 


§) 


G. Taylor Spint *Llowrence W Bertram Lebho 
Sporting G ] ' Hosiery & 


Deale ‘ 3 jerwear Review 


- ; , f/ 


ork 8 Melee, vd Stowe Pete Wembof Arthur |. Mellin « 
b Automotive News Notion & Novelty 


Morteting Modern Packaging 4 
eview 
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were awarded were “best graphic 
presentation” among merchandising 
publications and “best original re- 
search” among class, institutional and 
professional publications. 

Presenting the awards, Mr. Marstel- 
ler, who served as one of the judges, 
warned business paper publishers to 
guard against “the menopause of busi 
ness,” a period usually accompanied 
by “fear, complacency, loss of lust, 
personal withdrawal, resignation to 
circumstances and dimming of ob 
jectives.” 

“In the publishing business, as in 
the advertising department, it 1s easy 
to slip into a rut,” he said. “As we 
get older and more solvent, we also 
get less daring.” 
later successful 


“Sooner or every 


business—or for that matter, every 
trade or professional association, edu- 
cational institution or political party 
comes to this pe riod of decision. It 
is a period that might be called the 
menopause of business. It is character 
ized by the noon siesta, the shushing 
of children, the complete regularity 
of habits and avoidance of mirrors 
‘In these times of turbulence. which 
makes the 


conceTn so ¢ omplex 


operation of an industrial 
precarious and 
frustrating, there is great need and 
opportunity for editorial excellence on 
the part of our business press ‘g 

Mr. Marsteller said that INpusTRIAI 
MARKETING’s ¢ ompetition was en 
couraging that editorial excellence 

“Those of us who buy space in busi 
ness papers and those of you who sell 
it, have come to surround the opera 
considerations,” he 


tion with many 


said. “We argue about renewal rates. 
free vs. paid, market volatility, circu 
lation duplication, premiums 

graphical dispersion of readers and 
other hocus-pocus which probably 
makes media buying and st lling more 
undoubtedly 
precise, but tends to push into the 
background the fact that these 


sticks have meaning only after it has 


interesting, and more 


vard 


heen established that readership, use 
fulness and advertising response are 
seem.” 

All of us 


need occasionally to reestablish the 


buvers and sellers alike 


principle that our success as adver 


tisers or publishers rests solidly on 
the degree of editorial excellence of 
the business press with which we are 
concerned. 

“The trade, technical, scientific and 


professional press has just come 
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through a decade of unparalleled 
growth. Taken as a whole, it has 
reached maturity at a particularly 
significant time. 

“Industry and the professions face 
many new challenges today. There is 
the spectre of socialized medicine, the 
choking hands of a labor monopoly, 
the drunken and 
nancial policies of our government, 


irresponsible fi 


the economic absurdity of taxing some 
to insure continuation of abnormal 
profits for others, to mention only a 
few domestic problems, and over all 
there is the spreading black cloud of 
Communism. 

“In such times no form of mass 
communication most particularly 
that part of our communications that 
speaks directly for and to industry 


ness paper editorial jobs for attention 
and reward. In none of the 11 pre 
ceding years, | think, have the entries 
in this competition shown a deeper ap 
preciation of the responsibility that 
goes with publishing a paper which 
purports to speak for an industry, and 
for an industrial system. 

“From 200 entries in 1938, the com- 
petition has grown until this year the 
judges examined 503 separate entries. 

“The judging panel was a tough 
bunch, | can tell you, for they with- 
held awards in one or two classifica- 
tions where they felt no job was suf- 
ficiently outstanding to deserve this 
valuable recognition. 

“It is all the more significant, there 
fore, that in several other classifica 
tions the number of entries of unusual 


Class, Institutional, Professional 


PH. Woods 
Excavating 
Engineer 


Hill C. Gresham 
Tourist Court 


* Francis 
deN. Schroeder 


Journal Interiors 


Fe 


Richard E 
Stockwe!! 
Aviations 
Operations 


* Dovid A. Ketcher 
(2) 


2) 
Physics Todoy 


and the professions—can afford the 
luxury of impotence. Our businesses 
are no longer routine and static and 
reporting which creates this impres 
sion is a disservice 

‘Never has business had a greater 
need for a strong business press Never 
a life-and-death 


need for guidance on lower production 


has there been such 


costs, improved methods, new ma 
terial and closer knit personnel intes 
nally, and externally a unified stand 
for the principles under which Ameri 
can business can continue to exist. 
‘This is the 12th consecutive year in 
INDUSTRIAL MARKETING has 
singled out the most significant busi 


which 


Walter O. Voegele 
Hote! 


John L. Carey Or JE 
Journal of 
Accountancy 


Management 


merit were sufficient to cause the 
judges to award additional certificates. 

“Material was judged solely on the 
basis of editorial excellence. Judges 
looked for entries which presented edi- 
torial content of value to readers 
stories, articles and editorials which 
supplied the reader valuable informa 
lion covering new developments, new 
trends processes and discoveries in 
the sper ialized fields covered by eac h 
publication 

Behind these plaque and certifi 
cate winners were quite a few non 
winners whose entries were so nearly 
of the level of superiority of the win 
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John W. McPhagrin 
) . 
‘ 
American Oruggist 


M 
NEA Journal” 


Surveys of 20 trade shows 


guide GE to stay in—or out 


One study showed that a so-called “international” exposition was drawing only 
1.5°, of its visitors from foreign countries. But before GE pulled out, it examined 
other findings showing the influence of exhibits on visitors’ buying. Result: the 


company stayed in—with larger exhibit space. 


By CHARLES W. DOWNS 


“ 


NDUSTRY SPENDs 81. billion one competitor against the other in 
8 year on nearly 2,000 trade shows selling space, when neither company 
ind spends with very littl knowl has a sufficient basis for participating 
edge of their influence on sales 2. It is customary. Through the 
Exhibiting at trade shows is the habit of many years, some exhibitors 
costliest of all sales promotion ven regularly take space without second 
tures. Costly not only in monev ex thought 
pended per impression mace but in +. We are under commercial pres 
the time and effort of advertising sure. This pressure may come from 
sales and management personnel within our own company of from 
Some large « panies sper d as outside sources 
much as 10 of their total advertis 1. We wish to subsidize the trade 
ing budget on shows. Studies by the Often the real basis for participating 
National Industrial Advertisers Asso n a show is to back the trade associa 
clathor medicate the werage 1 ve thor sponsoring the event 
about 3 All of these are valid reasons per 
But the trade «l . ) haps, and should have some bearing 
itself. The logis , n show selection. But they should 
long will 1 mer 7 ” not be the company's prime criteria 
expenditures t nal or determining expenditures of thou 
effort withou itl ' , ds of advertising dollars and some 
to justify ther tu the nmitment of a major 
Our rs promotional activi 
fashior 
with rd to « ‘ it then « ild be the basis 


We e trace ’ vuse ng a track ow 


Ll. Ou > t iL picture of the audi 


ip 


stucie Facts should 


be at hand to indicate the interests, 
occupations and geographics of those 
in attendance 

2. What is the sales potential of 
the audience? Why are they attend- 
ing the show? Does an exhibit offer 
a sales tie-in for new products, as 
well as established services ? 

3. Has past participation in this 
show resulted in proved positive sales 
or successful follow-ups by our sales 
force? 

4. ls a worth while organization 
sponsoring the show Are technical 
sessions planned as an added incen 
tive, and are these two prime factors 
so integrated as to allow ample time 
and facilities for each? Will our as 
sociation offer added and indirect 
benefits 7 

Of these four broad considerations, 
the first two are the most important, 
least known, and hardest to obtain 
the audience—who and why. 

Some time ago we started to ex 
amine these considerations at General 
Electric Co. We enlisted the coopera 
tion of a few progressive show man 
agets and some surveys were con 
ducted inquiring into audience make- 
up, interests and reactions of more 
than 20 trade shows 

Studying results, we com luded that 
attendance analyses should cover 
three main points: (1) those who 
attend shows, (2) their occupations 
and (3) geographical distribution of 
our iu liences 

For instance, a so-called “interna- 
tional” exposition has borne that rep 
utation for several years and I think 
that many people have become con 
vinced that it is international in scope 
The availability of audience informa 
tion revealed something quite differ 
ent, for it showed that 

18° of those in attendance 
originated from the city in which 
the exposition was held 
0) came from the four or five 
nearest adjoining states, exclusive 
of those who attended from the 
exposition city 
>°e came from other states in 
this country 
And only 15° came from for 
elgn countries 
Actually two-thirds of this 1.5‘ 
nearby Canada, and it is 
to assume, | think, that 
trade show held in a large 
foreign visitors 
of its attendance, 


people who are 
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Visiting a convention city make it a 
point to take in business events of 
that kind. 

It would seem as though this expo- 
sition is not as good a selling vehicle 
as had been supposed, because of the 
However, the 
resulted in this 


geographic al coverage 
same survey that 
geographical information also re- 
vealed a lot of other things about the 
to do with the 
exhibits, the 


importance of the exhibits in influence 


show—things having 


attention given to the 
ing visitors’ buying, the importance 
so that 


a new conception of the importance 


of the visitors in the industry 


of this show was made available. 
The result was that when GE went 
into this show the following year we 
bought 10 feet more of space than we 
had used previously! 
Thus far, I have been discussing 
attendance analysis—that is. the who 
of attendance at shows. In the case 
of most industrial and trade shows, 
the means for collecting the necessary 
basic information from which who 
breakdowns can be made already is 
provided by the registration function 
At most shows visitors and guests, 
and the exhibitors as well, are required 


admittance All 


that really is needed is for show man 


to register to gain 
agement to make some _ relatively 
minor changes in the information col 
lected at the time of registration, and 
then analyze these data by ocx upation, 
interest and geography after the show. 

Another method of gathering in- 
formation is the survey of show visi- 
tors—a survey that costs some money, 
but justifies the costs. 

Results of such questioning at four 
industrial exhibitions showed that 


BUYING 
INFLUENCE 





38°% of those questioned said that the 
exhibits would have an important in- 
fluence on their buying in the near 
future, and 50% of visitors said the 
exhibits would have some influence 
on their buying. Altogether, 889 of 
visitors indicated that their buying in 
the coming months would be influ 
enced by things they had seen on dis 
play. 

of course, we 
little faith 
were not prepared 
high as the 


always have had 
more than in industrial 
exhibits, but we 
for selling influences as 
surveys indicated. As a matter of 
fact, after the first two surveys, we 
were more than a little suspicious of 
our facts. 

So, when the third survey came up 
we asked an additional question: we 
asked visitors whether, as a result of 
seeing the exhibits at any show, they 
had ever actually placed orders for 
equipment they had seen on display 
Some 69° of those interviewed said 
they had taken such action. 

Our market research people told 
us that this figure for orders placed 
reasonably supports the higher figures 
for total buying influence. It became 
very clear that real sales promotional 
opportunities exist at trade shows, and 
to a degree far beyond our expecta 
tons. 

The surveys inquired briefly into 
people's motives in attending shows 


More than 87‘ 


said they had attended shows to make 


of those interviewed 


periodic checkups on equipment and 
materials. About 26% of visitors said 
that in attending shows they did so 
f 


with specific problems in mind for 
which they were seeking answers. 


Perhaps there is no need to point 


AVERAGE 
OF 4 SHOWS 





IMPORTANT INFLUENCE... 38% 


50% 





CEx_. 68% 


a gine 


12% 





PLACED ORDERS_____... 69% 
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out the optimum psychological situa- 
tion which this demonstrates. The 
customer in effect calls upon the 
seller and in a most receptive frame 
of mind. 

Here is an example of both the who 
and why information at work. We 
had believed that a certain show was 
technical. The audience 
was considered “long haired.” Many 
exhibitors seemed to feel that the 
offered by 

The avail- 


extremely 


commercial opportunity 

the show was a limited one 
ability of some information about the 
show audience tells a different story. 

First of all, the occupational break 
down revealed that more than half of 
those in attendance were engaged i 
development engineering work; they 
were design engineers. Another 22% 
were people in management positions, 
and therefore desirable people to con- 
tact. 

Other questions delved into the pur 
chesing authority of those in attend 
ance. It developed that many of the 
design engineers had good opportu 
nity for influencing purchases by de- 
signing components into their finished 
Results revealed that 82% 


of those interviewed had some oppor- 


products 


tunity to influence the purchasing of 
materials and equipment used by their 
companies, 

| would like to point out that know 
ing “occupationally” the nature of 
the show audience and the exhibit 
approach to be used is a valuable tool. 
Going into it with a full appreciation 
of the 
sented in the audience: 
further, the 
sper ific produc ts is absolutely invalu 
able. And what a helpful effect such 
intelligence can have on the planning 
of exhibitors 
show! 


purchasing authority repre- 
and knowing, 


degree of interest in 


who participate in that 
Somehow, exhibits seem to be some 
thing of a mystery to advertising 
Factual data these 
lines should help to remove much of 


people along 
the mystery, for they compress indus 
trial exhibits into the common de 
nominators of circulation, readership, 
and impact, which are so familiar to 
advertising people and so expertly 
used by them 

In the Episcopalian marriage cere 
mony, the principals are counseled to 
enter into the nuptials advisedly and 
dustry should similarly ap 
It costs a lot 


soberly. | 
proach the trade show 
of money, but it gives a lot of satis 


faction 








INDUSTRY must be informed of new 
products and services that will make its 
operation more efficient. Makers of 
these products must find the industries 
that will benefit from their use 


AMERICAN industry is constantly 

searching for new materials, new proc 

esses, cost-cutting and time-saving 
methods of getting things done 


The Radar of Selling... 


Industrial Advertising’s 


Offer to Management 


at tee RADAR of Selling a color half of the job is to get it shown to 

motion picture sponsored by 
the National Advertisers To 
\ssociation 
Publishing Co 
S00) . 


NIAA cx 


the people who need to see it. 

it’s like the 

minister s sermon on going to « hurch. 

at a cost of The ones who hear it don't need it.” 

NIAA 
» showing chairman 

getting the film to the 


Industrial you people here, 
ind financed by Putman 
Chicago 
was premiered at the annual Hy 


proposed that every 


nference in Lo chapter ippoint 


tt Pattison respor sible for 
widest industrial audience, including 
bankers, engineers 


unch clubs. Emphasizing that prints 


accountants and 


will be available throughout the coun 
Mi Pattison advised 
Dont sav to vourself, ‘We'll put 
ram this fall.’ I 


| with the chapter program 


r chapter prog 


» Russe 
in Publish 


tl et it before top brass by 
mw Tt w“ 


program chairman of 
dustrial advert 


wl” Mi 


question 


groups during the 


wer was Raphael G Wolff 
od 
m the film and ex 


mentary are of 


THE answer. Industrial advertis- 

ing—the link between buyer and seller. 

It not only distributes information, it 
also gathers it 


INDUSTRIAL advertising also reach- 

es unknown buying influences. Just as 

it talks to the foreman, it also talks to 

the superintendent, the plant manager 
and top brass. 


steel shortage. They solved the prob- 
lem by using industrial advertising to 
tell prospects and customers that if they 
would furnish the steel, Lyon would 
make the product. Results of the three- 








INDUSTRIAL advertising told read- 
ers how standardization would speed 
lelivery, reduce prices, make selection 
easier. Result: GE reduced its line from 
25,000 to less than 4,000 








IT IS like the all important radar of 
our armed forces, that reaches through 
night and fog to bring back informa- 
tion. When the radar bearn strikes an 
unknown, it reflects back to its source, 
revealing the location. Industry, too 


TO SUM it up, radar of selling locates 

new prospects, gives information to 

buyers, pre-conditions the market, 

creates acceptance, blankets unknown 
buying influences 





year campaign: 20,000 inquiries, 17,000 
Ibs. of customer-furnished steel, 30 

additional factory shipments, two years 
of full employment for 300 workers 


otherwise not employed, 30 more 


OTHER entries showed how R. G 
LeTourneau, Inc Peoria, Ill, used 
advertising to sell new types of high 
speed “Dozers” at prices trom $7,000 

$20,000 more than conventional 


types 


must reach beyond the customers whose 
needs are known, to prospects whose 
unknown needs create new sales oppor- 
tunities. How? With industrial adver- 
tising, which locates the prospect, in- 


forms him 


document results, the National In 
dustrial Advertisers Association spon 
sors an annual award, created by Put 
man Publishing Co., to recognize the 
best proof of advertising’s results 


bonus earnings for salesmen. For 
ample, a school needed lockers, 

to parents of pupils, got 22,000 lbs 
stecl—and the lockers. Another entry 
showed how General Electric used ad 








IF ALL this information had to be 

carried by word of mouth, the tre 

mendous number of salesmen necessary 

would make the sales expense outweigh 
the results 








EACH year 10 best entries are briefed, 
made available for study. Here's an en 
try—for Lyon Metal Products Co., 
Aurora, Ill. Lyon faced the necessity 
of laying off employes in the wartime 

















Green Fire Brick Co 
Mexico, Mo., increased sales through 
distributors by 14 Advertising book 
matches helped do the trick.—how Her 
cules Power Co., Wilmington, Del., ob 


HOW A. P 





vertising to promote standardization of 


fractional horse power motors GE 
knew it could serve customers better 
by reducing its line of 25,000 motors 


tained 1,500 inquiries for a new prod 
uct—how Plymouth Cordage Co 
Plymouth, Mass., increased industrial 


rope sales 17 in one year 


j 
Continued on next page) 





(Continued from Preceding Page) 


HOW Koppers Co., Pittsburgh, boost- 
ed sales 53°%%.—how Aeroquip Corp. 
Jackson, Mich., made its sales staff 
four times more productive—how In 
depeadent Pneumatic Tool Co., Aurora, 


“18.90 


N SALES 
AD DOLLAR 


PER 


proved a 900 sales increase in three 
months.—how Standard Conveyor Co., 
North St. Paul, Minn., demonstrated 
$18.90 in conveyor sales for each dol 
lar spent for industrial advertising 


HOW National Electric Products 
Corp., Pittsburgh, racked up a 300 

sales increase—how Hydraulic Div., 
Twin Disc Clutch Co., Racine, Wis., 
secured 830 fluid drive test installations 


in five months—250 of which could be 


traced directly to inquiries. Thus, no 
modern industrial management can af 
ford to operate without the prospect 
prospect-educating vt 
advertising 


finding power 
industrial 
lar of selling 


result-getting 
the ra 


Let's Get Out 


(Continued from Page 33) 


conference reminds us, “nobody prof 
its ‘til something is sold.” 

Because facts do not come easily is 
no reason why we should not seek to 
establish them 

ry to visualize a production man 
approaching management for just a 
little faith 
just a little faith. Or even a sales man- 


or an engineer asking for 


ager appealing for just a little more 
faith. 

Let's accept the fact that there are 
only three sales conditions recognized 
by management—fair, poor and ter- 
rible. 

And just as we have our multiple 
problems, 80 does the industrial sales 
manager. Besides keeping the stock 
holders and management satisfied with 
company sales volume, he has, just as 
we have, numerous other problems 
salesmen, for instance, with 10,000 
reasons why the produc t can’t be sold 
und why the competitive product has 
the edge—or a production department 
that can’t understand why customers 
will not wait 10 weeks longer than the 
delivery promise on a competitor's 
product—-or a credit department that 
can't understand why our sales man 
ager wants to sell accounts with less 
than triple Al credit. 


His Own Agonies 


The sales manager has just as many 
deadlines as we have. Immersed as he 
is in his own concrete problems, is it 
any wonder, then, why he greets us 
with less than enthusiasm if we wander 
in once a year with a budget presenta 
tion, or if he cannot fully understand 
advertising themes that are not ger 
maine to his own agonies? 

Let's you and | get out of the ad 
vertising business once in a while, and 
project ourselves more often into the 
business we are really in——screw ma 
chine products, valves, machine tools, 
instruments, or whatever the business 
may be of the employer who hires us 
| should like to observe that we are 
not employed primarily because we 
are advertising men 

We are expected to be advertising 
men and to know our business and its 
latest techniques. That's taken by man 
ugement for granted. We are primarily 
however, to apply our ad 

to the business of 
help by what 


best, that 


ployer in the attainment of his ob- 
jective, which is generally selling for 
profit. 

Management does not hire an ac- 
countant because he is a CPA, but 
mainly because he can keep the com- 
pany’s books. Management does not 
hire an engineer simply because he is 
an engineer, but primarily for what his 
knowledge can produce for the com- 
pany in the way of a profit on the 
stockholders’ investment. 

Is there any reason to believe man- 
agement hires advertising men for a 
different reason? If we would wish 
management's better understanding of 
advertising, let us more often and 
more closely harness advertising to 


management's problems 


Ability to Create 


This principle applies in equal 
measure to advertising agencies. An 
agency is not employed primarily for 
its creativeness, but because of its 
ability to apply that creativeness in 
the ad 


vertiser. An agency, like an advertis- 


the interest of its employer 


ing manager, is no more useful than 
its ability to apply every tool at its 
command to the benefit of the adver 
tiser—to help him in doing the job 
he wants done. 

Publishers’ representatives are no 
less responsible for such immersion in 
the advertiser's problems. Selling 
space is not the be-all and end-all of 
a representative's responsibility. 
Rather, it should be the chief preoccu- 
pation of a publisher's representative 
to project himself completely into a 
client’s problems and to keep that 
client informed of every intelligence 
that might possibly assist the advertis- 
er to attain his objective. 

If we want management's faith 
1 true and not a superficial faith 
let us be ever more preoccupied in 
selling our company’s products, pres 
tige. or whatever it has for sale, than 
in advertising, per se. 


Parsch Joins Acheson Colloids 

Carl J. Parsch, formerly with Simons- 
Michelson agency in Detroit, has been 
named ad manager for Acheson Colloids 


Port Huron, Mich. 


RB&W Appoints Harding 
Emmet F 


sales manager 


Corp.. 


Harding, former general 
American Hardware 
Corp.'s Corbin Screw Div., New Britain, 
Conn., has been named manager of 


Russell, Burdsall & Ward 
Bolt & Nut Co.. Port Chester. N. Y 


} 
screw sales 


INDUSTRIAL MARKETING, July, 1950 








... to aid you in selling the 


MARINE MARKET 


EDITORIAL LEADERSHIP 


In a recent survey of shore personnel responsible for the 


operation of vessels, Marine Engineering was rated first 
in editorial leadership and service, with nearly 2'2 times 
as many first place votes as were received by the second 
publication. 


FIRST IN PAID CIRCULATION 

Marine Engineering and Shipping Review has the 
HIGHEST TOTAL NET PAID CIRCULATION IN ITS 
FIELD . . . according to the latest published circulation 
statements dated December 31, 1949 . . . almost 16% 
greater than the second publication! 





TOP ADVERTISERS’ ACCEPTANCE 

In pages of advertising for the first five months of 1950, 
Marine Engineering showed an 84.1% margin over the 
second marine paper. 


The marine industry relies upon Marine Engineering and 
Shipping Review for authoritative news and data on 
current marine developments, presented from the design, 
engineering and operating standpoint—and edited by 
men who know the problems of the marine field first hand. 





MARINE ENGINEERING a 
‘ABC and Shipping Review 


TiiililelaktasielelaeiiileliM allel iiaeliteli 
New York Chicago Cleveland Washington Seattle los Angeles Dallas 





3 Out of 10 Will Vanish 


Paid-Circulation Business Papers will replace these men for you. 


npar 


side from intercompany changes that 


1) ol vour prospective and 


POTILTDS SOorTeE 


or buying influences, will no longer be in 


n industry 


vary, ol yurse, in specific he lds and 


if people. Some will be higher than 30°, 


er. But the average turnover ts 30" 


age in Uncorrected Lists 


stn bution oft or magasines is lo 


names of people who vanish from their 


suld be removed from the list and re placed 


vy to do this means that at the end of one 


try personnel is bound to include many 
onger there, or are incorrectly listed. And 


factor becomes cumulative vear after year 


Buvers are Always on the Move How ABC Business Papers 


- Keep Mailing Lists Valid 


INDUSTRIAL MARKETING, July, 1950 





FOUR DESTROYERS OF A MAILING LIST... 


EMPLOYERS switch the 
your friends to other jobs or work, change the tithes and 
to addresses you don’t know job functions of men who in- 
about. fluence buying. 


_ ee ee 


in the Next 12 Months 


New Names Replace “Dead Wood” Audited, Certified Validity 


In most cases these new men cannot be discovered from any If you pay for advertising to reach men who have, or can 
outside information such as directory listings. They must be have, a buying influence for your product, you are entitled 
discovered by subscription promotion —mail or personal to circulation that reaches such men — circulation that is not 
contact on a company by company basis. There is no other clogged with copies addressed to men who are no longer in 
way that can begin to compare with this for thoroughness that class 

i 


und accuracy in replacing the men who have vanished from 


\BC. business papers provide this kind of an audience as 
the buying picture und who (in the case of an ABC paid 


nearly as is humanly possibl in a form that is Audited, 
paper) have been removed from the subscription list 


Verthed and Certified 


How McGraw-Hill Keeps Pace with Industry 





Obviously, you can't have a valid mailing list without keep 
ng on top of the turnover in ¢ OMPANIES as well as the 
turnover of INDIVIDUALS within these companies 


(C.LONSISTENTLY over the veurs, we have devoted al 
mayor share of our own advertising appropriations 


to the promotion of a better understanding of busi 


To keep abreast of COMPANY turnover, McGraw-Hill 


ins a continuing and comprehensive census of plants 


ness paper advertising in general, and a greater use 


of business papers of all types. In this series we are 
in the manufacturing industries. This Census isolates and 

expressing our convictions about circulation meth 
dentifies these plants by name, location and buying im 


ods in the hope that they will help advertisers and 


portance. New plants and discontinued plants are checked ' . ' 
their agencies make a more cffective ; I 

1 noted. And, our circulation activities are concentrated " , ‘pp uisal of 
tl} , a 

key plants revealed by the Census ¢ inherent values available in Business Magazines 


This is No.9 in the series. We'll be glad to send 
Changes on INDIVIDUALS are, in the main, revealed to : a 


you copies of the previous messages 
e subscriber himself because of our paid contractual I I ed 
»bligation to him. Others are brought to light by our con 
tinuous promotional mailings and our personal, plant-by 


plant contacts. Over and above these methods, we have / 5 

o =*, A flee 

Wa le the regular sources of changes in industry — the 7 ; ) 
’ | I g hang t > 
7 


trade directories and publications, newspapers and post ofhce 














returns 


An idea of the volume of such hanges can be gained from MU¢Graw-Héll Publications 


of McGraw-Hill’s figures on this score. In 1949 — for 


example — we made 787,269 changes, additions, corrections @® 330 West 42nd Street, New York 18, N. Y (ut) 


reclassifications and deletions of + major or minor nature out 


f a total of 809,604 paid subscribers HEADQUARTERS FOR BUSINESS INFORMATION 


McGRAW-HILL MAGAZINE IS A MEMBER OF, OR IS QUALIFYING FOR MEMBERSHIP IN, THE AUDIT BUREAU OF CIRCULATIONS 
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What Industry Must Do 
in Today’s Changing Markets 


Only by kicking over the “status quo” apple cart can you hope to strengthen your 


position against progressive, efficient competition in a changing market, says 


Mr. Conover, whose address at the National Industrial Advertisers Association's 


Los Angeles conference is presented here. What some of the changes will be 


were forecast by other speakers who participated with Mr. Conover in a panel 


discussion of the business outlook. Condensations of the forecasts appear in 


INDUSTRIAL MARKETING's “Trends” department on page 18. 


LSINESS is 


activity in virtually all fields are 


good Indexes of 
mt highly satisfactory levels. Yet, in 
every hour of the working day, 156 
business ente rprises « lose their doors 

They are casualties of our rapidly 


moving system which 


competitive 
automatically eliminates the ineth 
cient producer leaving his customers 
and services to his more wide-awake 
competitors who are constantly adapt 
ing their poli ies and methods to our 
ever-changing markets 


But these 156 hourly business 
deaths furnish merely a surface in 
dicator of what is happening daily 
throughout all business and industry 
During each hour many thousands 
of more efheient companies, alive t 
the necessity for continuous change 
and improvement, have strengthened 
thei positions over = many self 
satished competitors who smugly go 
along with tradition 


The advantages gained may be 


small, but they rapidly accumulate 
until the worshipers of the status quo 
suddenly find themselves play ing ball 
on the second team—and if they don’t 


mend their ways 


look sharp and 
they'll soon be on the bench 

The war boom is over for most of 
us. Our success, now, will largely de 
pend upon our sbilitv to constantly 
cast aside habit and tradition and 


recognize that today’s marketing 
methods anc markets have but little 
resemblance to those of 1939--1that 
"Sl and 2 will bring still more 
hanges—and that only through cor 


tant change and revision of 


48 


marketing machinery will we be able 
to keep ahead of the parade 

General Robert | 
of the board, Sears, 


Wood, chairman 
Roebuck & Co., 


said recently 


For 50 years industry has been 
moving—firet to the Middle West, 
then to the Southeast, and since 
World War II, it has been moving to 
the Southwest and the Pacific Coast 
World War Il has accelerated that 
movement——I predict this migration 
of industry will continue—I do not 
believe that New England and the 
Middle Atlantic states will decline in 
population and wealth. I do believe 
that their rate of growth will be 
slower than the rest of the country 


Let's examine some of these changes 
that Gen. Wood refers to and see what 
mean to the industrial 
marketer. The new Census of Manu 


factures is now av tilable to us for 


they may 


omparisons with 1939 

Using number of production work 
ers as our yardstick, we find the 
nation as a whole showed an average 
increase between 1939 and 1947 of 
3° Twenty-four states showed an 
average New 


increase above this 


England showed the lowest rate of 
growth. Texas showed an increase of 


o4 and California, 96% 


Rates Vary Widely 

But it isn’t enough merely to con- 
sider a state as a whole, for you will 
often find widely varving rates of in 
dustrial growth within a single state 
Take California 


Diego County was more than three 


for example san 


times as important a market for you 
in 1947 than it was in “39. Los 
Angeles was more than twice as im 


portant: San Francisco County was 


By HARVEY CONOVER 
Publisher 
C nover-Mast Put 


i. y 
ew rk 


half again as important as in the pre- 
war year. Fresno County gained only 
a fourth. 

| wonder how many industrial 
marketers have studied and analyzed 
these industry movements in the light 
of shifts in the location of their mar- 
kets. You can bet your bottom dollar 
that Sears Roebuck not only meets 
but anticipates these developments 
The company’s almost fantastic 
growth has been attributed to the 
company’s eagerness to constantly 
study and exploit new markets. 

You can be rertain that Sears Roe 


buck 


your growing preference for doing 


recognized, and acted upon, 
your retail buying outside of crowded 


cities. The 1948 


just released, reveals that in the 32 


Business Census, 
leading metropolitan areas this pref 
erence has been powerful enough to 
drive the business of the city stores 
down from 72° in 1939 to 68° in 
1948—and to result in a decline of 
6% in city stores and an increase of 
uF in metropolitan area stores out 
side the cities 

Less than a month ago the Amer 
ican Supply & Machinery Manufac 
turers Association completed a de 
tailed analysis of the industrial sales 
f 120 of their company members 
This study shows that the five top 
industrial cities—Chicago, Los Ange 
les, New York. Pittsburgh, and De 
troit—have steadily declined in per 
centage of total industrial sales since 


Continued on page 138 
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DOES THE JOURNAL 


HAVE THE 








FOR THE PAST SEVERAL MONTHS we have had a 
special staff in the oil fields and plants making detailed census and buying 


studies, in order that the all-important “next dimension” in circulation 


may be established for advertisers’ information and guidance. Hereafter, 


our circulation will be expressed not in just cold, abstract numbers alone, 
but we will provide exact job functions of our readers, their job respon- 
sibilities, the proportion of industry expenditures they control, their relative 


size and importance in total operations, etc. 





ight Freaders 


FOR MY PRODUCT OR SERVICE? 


DO THESE RIGHT READERS...READ THE JOURNAL? 





We are prepared to show you unquestionable proof of the extent 
of readership we have among these right people (your customers and 
prospects). If you care to recheck these results yourself, we will pay the 
cost of doing so! 


TO ASSEMBLE FACTS SUCH AS THESE by personal call was, of 
course, quite an expensive undertaking in time and money. But these 
facts and figures were in themselves so revealing so much more 
accurate than by any other method ever previously employed by anyone 
in the petroleum industry that we could not logically come to any 
other conclusion than to make of this a continuing study a permanent 
fact finding panel of The Journal's regular staff in order that our 
advertisers may profit by knowing that all important “next dimension” in 





our circulation 


There will be more about this service later. Expect it, for it can 
mean A GREAT DEAL TO YOU in the sales of your products or services 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA 
OFFICES: NEW YORK, PITTSBURGH, CHICAGO, 
LOS ANGELES, HOUSTON, ENGLAND 





THE “NEXT DIMENSION” 


Number of readers is the first dimension of circulation. 
Far more important to advertisers, however, is the “next 
dimension” which qualitatively separates these readers 
according to the relative importance of each in the total 
industry's buying pattern. The yardstick is placed on 
every reader according to his importance as a buyer of 
your equipment when the “next dimension” is added to 
circulation. Only a continuing program of personal calls 
in the fields and plants can reliably add this “next 


dimension” to a publication's circulation. 


AND ... in addition . . . we offer you absolute proof that 
the “RIGHT READERS” . . . DO read The Journal. 
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By CHARLES LUKENS HUSTON JR. 
Prasiclant 


SINCE 


presses a company’s sales and 


advertising broadly ex 
commercial policies, advertising policy 
is, in reality, management policy. 

lhe following expresses in part the 
management policy of Lukens Steel 
Co. and what its management expects 
from advertising. 

Lukens Steel Co. manufactures steel 
plate and specialty products made 
from steel plate, primarily for the 
capital and durable goods markets. 
We sell directly to the fabricators, who 
buy the steel plate and steel plate 
specialties and convert them into 
finished pieces of equipment, which 
they in turn sell to their customer, who 
is our ultimate consumer. However. 
we consider these fabricators as deal 
ers, and we assume that if we can help 
them in the sale of their products, in 
which our plate and plate specialty 
components are incorporated, we then 
accomplish a two-fold purpose 

First, we are building a bigger 
market for our own products; and 
second, we are performing a useful 
sales service of interest to our custom- 
er, and sales mean benefits to them 
as well as to us. 

This approach gives us a more tangi 
ble way of measuring returns on our 
advertising investment. Also, we may 
measure to some degree our custom 
er’s acceptance of our advertising as 
a sales tool useful to him. In turn, 


we count on being able to justify our 
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What Management Expects 


from Advertising 


Confer Zaort 


Lukens Steel Co. decided that certain consumer merchandising techniques and 


services could be used to help sell steel. The techniques helped take advertising 


out of the realm of intangible benefits into an area where results could be 


measured. The company's advertising and promotional program has been set 


up on that basis. What the company's management expects, what it is getting 


and how it knows is outlined in this condensation of an address at the National 


Industrial Advertisers Association's annual conference. 


advertising expenditure on an invest 
ment basis, and management insists 
that its advertising department pro 
ceed on this premise. 

At the same time, we of Lukens 
recognize that several broad benefits 
of advertising may be achieved. These 
are considered as bonuses. Intangible 
benefits, or bonuses, include: 

1. Building an acceptance for our 
company’s name and products with the 
customer, and with the ultimate con- 
sumer, so the customer can point to 
the fact that quality products are in 
corporated in his equipment, citing 
our company’s name and products as 
an example 

2. Calling our products and their 
applications to the attention of cus 
tomers so that our sales people, with 
our sales presentation, will be more 
readily accepted. 

3. Creating the general impression 
with anyone who influences our busi- 
ness in any way, that we are a progres- 
sive, aggressive, and reliable ¢ ompany 

4. Keeping the company’s name be- 
fore customers or prospects between 
salesmen’s calls, or reaching attention 
of persons not ordinarily called upon. 

5. Bringing in inquiries, not only 
for our own, but also for our custom 
ers’ produc ts. 

6. Opening the way for the use of 
our products or services as a means 
of solving a perplexing difficulty con 


fronting an existing or potential cus- 
tomer of ours 
Management's comprehensive as- 
signment to the mere handising organt- 
zation in Lukens Steel Co., may be 


summed up in four instructions 


|. To be familiar with the markets 
that can be served and to have a gen 
eral knowledge of the requirements of 
these markets and the most effective 
methods of distribution applicable to 
them 

2. To set up and to execute a pro- 
gram for the vigorous merchandising 
of our products and services to these 
markets, in accordance with the out 


lined objectives. 


3. To coordinate the programs of 
the company’s many and varied op- 


erations for greatest effectiveness. 


1. To furnish the sales organiza 
tion with all possible information and 
useful tools to help it sell the products 
and services offered. 

Management expects the advertising 
and sales promotion unit of our com 
mercial division to accomplish the two 
fundamental advertising objectives, 
which are (1) to be able to use ad 
vertising as a tangible and useful sales 
tool to obtain definitely measurable 
benefit and (2) to obtain the intangi- 
ble bonuses previously mentioned. 

At Lukens we have wondered why 
those of us in industrial marketing 
have been slow to take advantage of 


“0 











INITIATIVE | 


Taking the leed in quality, only the 
ingredients are used in Pennsalt products 
many direct from company owned leposits 





At Pennselt’s Whitemarsh Research Labo 
ratories chemists are constantly working t 
prepare even better processing me thods 





Here, 100 years 
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GEORGE 6. BEITZEL became President of ylvania Salt Manufacturing Company 
}049, the frst chiel tive offi with a sales bach und the company s 
red-year history us served the mpany for ear rst, a ules Manager 
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from the ground up! 


not hold with some that our economy is reaching 


maturity—that there are no longer opportunities and that nou 


j 
s 


“ must consolidate our gains. Our own recent ¢ rpertence 
wed that there are still many untouched markets, many new things needed to improve 
ind many new discoveries to be turned into produc ts for the betterment of mankind.” 


GEORGE B. BEITZEL, PRESIDENT, PENNSYLVANIA SALT MANUFACTURING CO. PHILADELPHIA, PA. 


INITIATIVE works right around the clock at Pennsalt Inon Ace. It's a model research project—an intimate 
picture of actual readers, broken down by industrial 


Literally from the ground up, it never stops turning : 
- divisions of the market, and by function. It's a breath 


out better products for this leading preducer of in 
dustrial chemicals, cleaners and detergents . . . at the 
mines, in the lab, in its many modern plants Your Iron AGE representative can show you how to 
We use these studies. You don't have to be an Inon Ace 
advertiser (or agency) to see them. You don't have 


of fresh air for business paper buyers. 


The Iron Ace salutes this spirit of enterprise 
firmly believe initiative is a leader's responsibility 
Our readers and advertisers expect us to lead the 
way. And to create a better Iron AGe, editorially and 
in market coverage, we, too, have leaned heavily on 


to become one to put them to work, No strings 
They're not all the assets The Iron Ace has for you to 
( ipitalize on but they'll certainly get your adver- 


pioneering research tixing going on the right track 


Take just these recent examples — The Iron Act 
Buying Power Survey and the new Readershi; 
Study 


BUYING POWER SURVEY—This ix based on an orisi INITIATIVE, among other essets, has 
nal and complete field census executed by The Iron helped make The IRON AGE . 


Ace. It analyzes the metalwork g and metal-produc 
ey > ‘eater iaidien cate i Ist... IN PLANT COVERAGE 


ing market by its 9 major divisions, and 54 sub 
divisions rates | tants by number of works rs, and Ist... IN WEEKLY CIRCULATION 
shows the percentage of each classification’s buying 
power actually covered by The Iron Ace. The survey Ist... IN ADVERTISING VOLUME 


is called by manv «ales executives, “The best analysis 


of the industry to date.” Ist... IN MARKET SURVEYS 
READERSHIP STUDY — This ix not a cross-your-fingers Ist... IN MARKET COVERAGE 


projection but an intensive copy-by-copy analysis o 
no less than 2,943 company-addressed copies of The 














measure all Metal Magazines 


The IRON AGE 


...and you'll make 


your Ist Choice. too! 


CHILTON 
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HOT PROMOTION—Hotpoint, Chicago, injected a novel twist into a press con- 

ference introducing the company’s new line of commercial cooking equipment 

After telling about the equipment, the company showed editors how it worked— 
and served them a full meal hot from ranges in a display kitchen 


proved consumer techniques that play 
in important part in our modern busi 
ness effort 

We decided that the con pany could 
ipply these techniques successfully 
ind profitably to our type of business 
We decided th at these tec hnique a¢ ould 
take our advertising, at least in part 
out of that realm of intangible benefits 
und put it in an area where the return 
on our advertising investment could be 
measured. Our current advertising and 
promotional program has been set up 
on that basis 

The company is using practically all 
media (¢ xcept television and radio 
including magazines, trade publica 
tions, direct mail, product information 
sdvertising 


literature house organs 


novelties and poimt of purchase” dis 
plays 

The importance of the “pot of 
pure hase” is overlooked freque ntly in 
industrial marketing, particularly in 
the « apital goods field. Here is where 
the sale is made. It is here that we 
should have our product and company 
It is here 


that we should help our customers to 


shown in their true light 


the utmost in their presentation. Much 
of our advertising emphasis is being 
directed to our customers customer 
who is our ultimate consumer, and 
being merchar lised to our 
tomers, who are w nsideres 
our dealers for product distrib 
I uke ms! tise ik 
its mutactur lea 


$2 


merchandising and technical services 
similar to those which the consumers’ 
goods producer makes available to his 
retail outlet. For exampie: the services 
f the commercial research depart 
ment 

In the department's market research 
und development work, certain data 
that were developed for our own use 
had a great deal of information in it 
which we now know is of particular 
interest to our customers. In this con 
nection, w made adaptations of our 


basic work to the needs of and for the 


specific use of our customers. 


Cost a Fraction 


Recently, it pleased us to learn from 
two consulting engineering firms, 
which reviewed one of the marketing 
studies made for a specific customer 
that the study would have cost from 
$30,000 to $50,000 if made on an in- 
dependent basis for a particular com 
pany. Actually, the study cost us only 
1 small fraction of this amount, since 
we already had much of the informa 


tion available for our own use. 


Similarly, various other services are 


ivailable such as those of the technical 
service groups. 
believe that advertising which 
1 with the use of such services is 
portant modern tool for ac 
shing the objective of greater 
thr h greater sales efficiency 


st producer and market 


er, Lukens is now using advertising in 
its broader cone ept and expects to use 
it to a still greater degree as time goes 
on and new techniques, or improved 
utilization of existing techniques, are 
developed. 

Naturally, we look to increased par 
ticipation in existing business and in 
the creation of new business as the 
primary test of the effectiveness of 
management's investment in the mer- 
chandising program 

As a secondary test, we count on 
services which we offer to our custom 
ers in the merchandising of their prod- 
uct to develop such a close relation- 
ship between our customers and our- 
selves, as ultimately to work an over- 
all reduction in the direct sales ex- 
As a third test, 


we note the constructive suggestions 


penses per customer 


which our cooperating customers feed 
to us for those business facets of in 
terest to us—but not necessarily of in 
terest to them. 

Immediately upon the introduction 
of Lukens’ cooperative merchandising 
programs we were encouraged by en 
thusiastic customer reaction. Our re 
cent experience shows that Test 1 (in 
creased business) and Test 3 (tips 
from customers) point to energeti 
continuance of the program. We 
recognize that only gradually will Test 
oT] 


be completed—reduction of direct 


selling expense per customer 


Stephen J. Daly Leaves Owens- 
Corning to Join Walt Disney 


Stephen J. Daly, former advertising 
manager, Owens-Corning Fiberglas 
Corp., Toledo, has been appointed execu 
tive assistant to Chester D. Feitel, di 
rector of the character merchandising 
division of Walt Disney Productions, 
New York 

Before joining Owens-Corning, Mr 
Daly served for many years in the ad 
vertising department of E. I. DuPont de 
Nemours & Co., Wilmington, Del. He is 
chairman of the National Industrial Ad 
committee on 


vertisers Association's 


shows and exhibits 


Breskin Promotes Cole 

Alan S. Cok 
been appointed executive vice-president 
of Breskin Publications, New York, 
publishers of Modern Packaging, Mod- 
Modern Packaging En 


general manager, has 


ern Plastics, 
velopedia, Modern Plastics Ency 
: and Engineer's Handbook 
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Mass Spectrometry 

Electron Microscopy 

Distillation | 

lon Exchange: - 
Instrumentation = fst 
Automatic Operations in Quantitative Analysis 
Distillation-Diffusion Unit | 
instrument. for Controlled-Potentiat “Electrolysis 2 i 
Microdetermination of lodine Employing Radioactive lodine — * ' 


»® 


It may seem “long hair’... but 
Analytical Chemistry is your sales “short cut” into 


industrial and atomic research laboratories. 


Analytical Chemistry’s editorial content. provides suoscribers responsible for anal- 
ysis, research, engineering and instrumentation with technical work-material. It 
is the only industrial laboratory magazine edited exclusively for chemists and engi- 
neers engaged in today’s involved analysis procedures. 


Your advertising in Analytical Chemistry reaches readers in their own exclusive 
work atmosphere . . . helps them in their far-reaching chemical and process indus- 
tries development projects. 


Each member of the 7-Group Buying and Specifying Team: Officials * Works 
Executives * Engineers * Research Directors * Chemists + Consultants « Foremen 
& Supervisors — is important to your sales success in the 21 chemical and process 
industries. 


Sell them all through the better balanced ABC circulation of Analytical Chemistry. 


cue ANALYTICAL CHEMISTRY 


9 Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 





330 West 42nd Street, New York 18, N. Y. 
NEW YORK + CHICAGO * PHILADELPHIA * CLEVELAND * FORT WORTH + SAN FRANCISCO « LOS ANGELES * SEATTLE 
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TRI CLAD mavens 


COFCO SG 


| 
SINGLE SPINDLE 





Ce ee 
3e SPHHO-FLEE auTOmA RC 


INSERTS were used by two adver- 
tisers with one notable similarity of re- 
sult—the difference in “Noted” reader- 
ship between the first and second 
pages. General Electric Co., Schenec- 
tady, N. Y., advertising its tri-clad mo- 
tor on both sides of a four-color insert, 
achieved Noted scores of 34% on the 
first side and 20% on the second side 
National Acme Co., Cleveland also us- 
ing an insert (two-color), achieved 
Noted scores of 49% on the first side 
and 34% on the second side. The dif- 
ference between the two sides was 
about the same for both advertisers 


EXPLANATION: In the GE insert, 
the first side was a poster with excel- 
lent art. The second side used four de- 
tailed illustrations with explanatory 
text. Readers of the first side included 
two groups—those with a strong in- 
terest and those with a casual interest 
in motors. The latter group would be 
attracted by factors other than motors: 
good art work, color, large illustration 
Thus, the major effect of the first side 
on this “casual” group is to get across 
the names of GE and Tri-Clad. Since 
the second side was solely concerned 
with describing the motor’s advan- 
tages, it is reasonable to assume that 
the 14% (34% minus 20%) repre- 
sented those with only casual interest 
The first side promoted the GE name 
to many readers. The second side 
reached fewer readers, but reached 
those strongly interested. For National 
Acme Co., the difference in Noted 
score between the first and second 
sides was 14% (49% minus 34%). Na- 
tional, like GE, used a poster technique 
on the first side and product advan- 
tages on the second side, achieving first 
rate results. A similar advertiser on 
the third cover scored 38% lower for 
“Noted” and 60% lower for “Read 
Most” than the second side of Nation- 
al’s insert 


PRODUCT VS. IDEA—Jones & 
Lamson Machine Co., Springfield, Vt 
was selling the idea of modernizing 
even though your obsolete equipment 
is still in running order. Potter & 
Johnston Co., Pawtucket, R. IL, was 
selling a machine. Directional arrows 
and layout probably helped P&J earn 
a higher Noted score—17%, compared 
with J&L’s 13%. But J&L’s ad was 
read thoroughly by more persons 
Final evaluation of which technique 
was better—‘“idea” message or “prod 
uct” message—must depend on the ob 
jective of each advertiser 





Starch Tests 


Industrial Ad Readership 


WHAT READERSHIP SCORES MEAN: 


NOTED denotes the percentage of readers who, when interviewed, said they re- 
membered having seen an ad—whether or not they associated the ad with the name 
of the product or advertiser 


SEEN-ASSOCIATED denotes the per cent of readers who said they remembered 
seeing the ad and associated it with the name of the product or advertiser. 


READ MOST denotes the per cent of readers who read 50% or more of the copy. 


COST RATIO expresses the relationship between the cost per hundred readers 
(who “noted,” for example) for a specific ad and the corresponding median average 
cost for all the ads in the same issue. A “Noted” cost ratio of 175, for example 
would mean that the ad “stopped” 75% more readers per dollar than par for the 
issue, par being 100 and representing the median average cost. Thus a cost ratio 
above 100 is above average; below 100 is below average. 


FASTER GRINDING . 


FEWER WHEEL 
DRESSINGS <, 


LOWER COSTS 


TAILOR YOUR COPY—In the 
March issue of Machinery, ads for 
grinders earned an average Noted 
score 30% higher than the score for all 
ads in the issue. Therefore, Texas Co., 
New York, was smart to slant its copy 
toward grinding, a major interest of 
readers. By relating Texaco oils to 
grinding wheels, the company earned a 
Noted score of 17%, compared with 
7% for Cities Service Co., New York, 
which used an ad that sold a motor oil 
such as used in passenger cars and was 
not of special interest. Texas Co. 
reached 143% more persons than did 
Cities Service 
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HOW MANY READERS 
DO YOUR ADS 


GET PER DOLLAR? ‘ 


Cost ratios tell you. Those shown 
here helped the advertisers © 
evoluate media and learn 
strength and weaknesses of 


art and copy. 


ids and scores represent highlights 
of industrial advertising readership 
as reported by Daniel Starch & Staff, 
Vew York. Ads are from the March 
issue of Machinery. Next month ads 
from the April issue of Power will 
be analyzed. 

Symbols and percentages show read- 
ership scores for each component part 
of ad. Scores for entire ad are at top. 


Noted 
Seen-Associated 


Ea Read Most 








‘Telemeter Service’ Speeds 


Cutting Tool Distribution 


Emergency order filling is there when you need it. 


By BOB AITCHISON, | 


T° Seully-Jones & Co., Chicago 

manufacturers of cutting tools 
and tool holders, the word distributior 
means more than just getting products 
into the 
doing the job qua kly 


hands of users—it means 
To do this the 
fompany has welded personnel and 
equipment into a jet propelled team 
which in many instances gets mer 
whandise to the buyer almost before 
his signature on the purchase order 
has dried 

\ substantial portion, but by no 
means all, of Scully-Jones’ business 
Detroit from 


automotive manufacturers, and Chica 


comes from two areas 


go ‘(ineluding northern Illinois and 


eastern lowa) from manufacturers of 
farm machinery machine tools and 
home ippliances 

The svstem for servicing Detroit ac 
counts is probably the more interest 
ing. For ex ample, f the Ford pure has 
ing department calls the S-J Detroit 
und re 
6 drill 


distributor at 3 p.m Tuesday 
quests next-day delivery on 
chucks, here's what happens 

With Ford still on the phone the 
quickly chec ks his own 
stock by Talk-a-phone 


If he is unable to supply 


distributor 
warehouse 
(3:01 p.m. } 
the order from stock, he immediately 
uses Telemeter service to check with 
Scully-Jones in Chicago, (3:014 pm 
The S-J order department instantly 
checks warehouse stock, and usually 
advises that shipment will go out that 
night (3:03 pn The Detroit dis 
tributor tells Ford that the 36 drill 
chucks will be in their hands the fol 
lowing morning (3:0444 pm). Elapsed 
time four and a half minutes. Ob 
viously such speed is neither needed 
nor requested in all instances. How 
ever, the streamlined service is there 
when needed, and is an effective and 
profitabl * competitive weapon 
Constant Telemeter service is main 


tained eight hours a day, and handles 


Se 





SCULLY - JONES 
DRILL AND TAP CHUCKS 











SCULLY-JONES AND COMPANY 


*O! SOUTH BOCK WH fF wiceco « “ors 


SERIES of eight or 16-page, unit 
type catalogs like this will replace 380- 
page, king-size volume which ¢ost $4 
a copy for printing alone. The custom- 
er will get unit-type catalogs covering 
only the lines he is interested in 


all Detroit inquiries and orders. Tele- 
supplied by Western 


meter service 
Union, uses a separate sending and 
receiving unit on each end of the cir 
cuit. The units are on a constant stand 
by basis, and are available for instant 
and exclusive use by both the S-J Chi 
cago office, or the Detroit distributor 

Scully-Jones distribution is a 
complished by three types of represen 


tation 1) 


mill supply houses, (2) 


manufacturers agents and (3) factory 
salesmen. Some 42° of sales flow 
through 43 mill supply houses—31% 


through manutacturers agents 


and) = another dt through fac tory 
sale ‘men 

Both mill supply houses and manu 
facturers agents are used because dif 
ferent items in the broad line (more 
than 5,700 types and sizes) require 
different types of selling and service 
products such as drill 
chucks, sell better 


through mill supply houses. Items such 


For example 


sleeves and tap 


as recessing tools, floating holders, 
and specially engineered tools move 
faster through the manufacturers’ 
agent. 

Manufacturers agents seldom carry 
a stock, but forward all orders to Chi- 
cago for handling. Mill supply houses 
carry a supply of S-J merc handise, 
varying anywhere from $2,000 to $10, 
000—and will turn this stock approxi 
mately every 60 to 90 days 

Scully-Jones top management feels 


that proper pricing ts an important 


factor in proper distribution, and be 
lieves that overpricing one item, and 
underpricing another item is unfair to 
the customer—and, in the long run 
an expensive luxury for the company 
Much time and effort goes into pricing 
research—a full time “pricing engi 
neer” is part of top management 

Dudley Lockrem, vice-president and 
secretary, frankly admits that the com 
pany’s pricing structure has not always 
been perfect. In the early days, stand 
ard lines were pric ed by size. For ex 
umple—a No. 1 Morse taper tap chuck, 
$2.50: a No. 2. $3: a No. 5, $5.50. ete. 

the price increasing by size regard- 
less of the popularity and demand for 
each size. 

Today, prices are based strictly on 
a No. 1 Morse taper 


tap chuck, a fast mover is priced at 


demand and cost 


only $1.75, compared to $16.50 for a 
No. 5 where annual sales are com 
paratively low. Thus popular lines 
need not be overpri ed to make up for 
the losses taken on slow moving items 
whit h are underpri ed 

In some instances, study has re 
vealed that extremely slow moving, ex 
pensive-to-manufacture items should 
be dropped from the line 

This thinking is not necessarily al 
truistic—as it is easy to see that buy 
ers might order unde priced, less 
popular items, but pass up the over 
priced popular line, placing business 
for these items with competition of 
fering lower prices 

As with many manufacturers of in 
dustrial equipment, the Scully-Jones 
line of standard items represents only 
a portion of dollar volume. Sales of 
specially engineered tools and tool 
holders account for more than 45% 
of the company’s business. 

Mill supply house salesmen, manu 
facturers agents, and company repre 
sentatives are supported by home of- 
fice engineers, who are available to 


assist in the sale. design. installation 


Continued on page 132 
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What's the "Buy-ability Quotient" 
of the Men Who Read Your Ads? 


You buy space in a business paper to influence readers 
to buy your products. Your results depend largely 
upon how many readers a publication has—and how 


many have the ability to buy or influence buving. 


Here at Penton we call this “buy-ability™. It has long 
been our policy to concentrate the circulation of Penton 


publications where “buy-ability™ is greatest. 


To have “buvy-abilitv’, a reader must meet two 


qualifications 


1. He must be in a plant with worthwhile 
buying power that can use products 


advertised. 


2. He must be a man with buying 
influence. 


The need for “buy-abilitv’” among readers leads to 
some important publishing principles. It is the reason 
that the better industrial publications spend huge sums 
in market research to locate the worthwhile plants in 
their markets ...to make certain that their publica- 
tions are going where the products of their advertisers 


can be bought. 


4 


j) 


j 


Within those plants, there is an equally great effort to 
gain readership among the men who make up the 
“buying team”... for industrial purchases invariably 


require the approval of a group of key executives. 


Some publications gain concentrated attention among 


certain members of the buying group. MACHINE 
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DESIGN, for example, is the “Bible” of design engi- 


neers. It is directed to one function —engineering. 


STEEL, on the other hand, cuts across a number of 
functions. It is read by top management, production, 
engineering, and purchasing executives. The editorial 


content of STEEL is directed to the entire buying group. 


7 
With both publications, the circulation staff and the 
editors work together to make certain that interested 


readers are gained... 


. in the plants with worthwhile buying 


power that can use your products. 


. among the men who can influence the 


buying of your products. 


The higher the “Buy-ability Quotient” of the men who 
read a publication, the greater is your opportunity to 
cash in on your advertising. If you would like to know 
more about the markets, plant coverage, or “buy- 
ability quotient” of readers of any Penton publication, 
write us and we'll be glad to supply you with up-to-the- 


minute information. 


™ PENTON company 


PENTON BUILDING «+ CLEVELAND 13, OHIO 





Census Shows Extent of Food 


Industry's Equipment Buying 


By MURRAY E. CRAIN 


INCLE SAM works hard and eats 

well. To satisfy his simpler wants 
entrepreneurs in the food manufactur 
ing field provide him annually with 
1.3 billior pounds of creamery butter 
8.8 billion pounds of bread, 123.000 
(0) cases of seasonal vegetables, and 
23.9 billion pounds of meat, not it 
cluding chicken, of which he consumes 
i 000,000 pounds 

When Sam takes a drink, it is a stiff 
one. It contains 157 000.000 gallons of 


whisky and is cooled by 


tons of ice. Between n 


16 0000000) 
vals, he refreshes 
himeelf with 86.000.000 barrele of 


cases of soft 


beer and 911.000.000 
drinks 

When he calls on his girl friend, he 
takes her 2.3 billion pounds of candy 
w LUOLO00 OK pounds of salted nuts 
These random statistics from the 
1947 Census of Manufactures i 
that des} te the highly deve 1» 
if society in the United States 
faction of the elemental need f 
remains the largest single activity 
Food manufacturers had 1947 ship 
ments of $31.6 billion reater than 


those of anv other industry group, as 


The United States is the world's best-fed nation. Food manufacturers shipped 


$31.6 billion worth of food in 1947—a volume of shipments greater than that 


for any other industry. What kinds of equipment these manufacturers buy and 


how much is revealed by the new 1947 Census of Manufactures, analyzed in 


this fifth monthly article in a series of 12 examining major industrial markets. 


in 1939 and all previous census years 

The size and diversification of the 
food manufacturing field present in 
tricat proble ms both to suppliers and 
the Bureau of the Census. The number 
of tood plants is 39,637, embracing 50 
reasonably homogeneous industries, 
Ll of which have produc tion exceeding 


These 


ompressed into eight main 


$1 billion a vear 1) industries 


have beet 

classifications, including “miscellane 

us food preparations Included in 

the latter are 1,925 plants with out 

put of $1,312.466,000, which are so 

heterogeneous that they are labeled 
not elsewhere classified 

Despite the huge tonnage by food 

nanulacturers mpetition ts prob 

ibly more severe than in most indus 

The bitter battle between chains 

n the distributing 

isiness is duplicated in 

where each plant com 

with those in its own 


nined 


ile Classification but with 


practically all others The result is a 


high degree of tality, accounting 


for the fact that the food manufactur 


ng field was the only one which failed 


to gain in number of establishments 
between 1939 and 1947 

Gains were rolled up by some in 
dividual industries, such as confection 
ery, bottled soft drinks, meat pack 
ing, food canning and dairy products, 
but were more than nullified by de 
clines in the number of bakeries, flour 
and meal plants and breweries. 

The food manufacturing field 
ranked fifth in use of electric energy 
in 1939 and fourth in 1947, passing 
the textile industry in the interim with 
consumption of 10,282 million kw.- 
hrs. Total cost of fuel and electric 
83,000, an outlay 


o7 


energy was $278,7 
exceeded by only two other groups. 

Of the $868.099,000 spent for new 
plant and equipment in 1947, $600, 
000.000 went for machinery and 
equipment The Bureau of the Cen 
sus reported 622 manufacturers of 
food products machinery in 1947, 
with an output of only $326,416,000 
(factory price—as compared with sell- 
ing price for the above $600,000, 
OOO total). This sum was divided 
as follows: dairy and milk products 
machinery, $46,405,000; bakery ma 
chinery, and equipment, $31,749,000; 
bottling mac hinery, ex ept dairy, $32,- 
152,000; all other, $164,134,000. 

Thus, the food industries provide a 
large market for general industrial 
lines. Generally utilized in many food 
industries is equipment for materials- 
handling disintegra on processes, 
mixing and blending, heat application, 
refrigeration, packaging and air con- 
ditioning 

The beverage industry spent the 
machinery and 

$131,075,000 


largest amount tor 
equipment in 1947 
Dairy products plants made capital ex 
penditures of $127,894,000 for this 
purpose; bakery products, $80,563,- 
OOO; canning and preserving, $69,- 
‘90.000: meat $51,824. 


(): sugar and confectionery, $44,- 


produc ts, 


INDUSTRIAL MARKETING, July, 1950 





“Barley... Miracle Grain of the Modern World” 




















a picture story of the Froedtert Grain finished produe t* a motion pieture in 


& Malting Company. largest malting firm color, dramatic. detinitive, realistic, fast- 





in the world the story of malt step- moving planned and patterned to its pur- 


by-step from the grain fields to its many pose of selling malt! 


ATLAS creators and producers of motion pictures, slidefilms and television commercials 
has served all types of industry for more than 35 years. Let us help you plan in film 


the best approach to your objective and the most practical film medium to accomplish it 


ATLAS FILM CORPORATION 


creators and producers of motion pictures, slidefilms, and television commercials 


1111 SOUTH BOULEVARD « OAK PARK, ILLINOIS 


CHICAGO PHONE: AUSTIN 7-8620 
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976,000; grain mill products, $Ww 


miscellaneous, $60,595,000 


io. TO 
The food industry is a large user of 

trucks. It 250,000 

truck-tractors and 11 


motor 
trucks 
M02 trailers and semi-trailers in 194 

The bakery products field was in front 
with 61,111, followed 
by dairy products, 53,691, and bever 
15.437. the soft drink 
alone accounting for 35.468 


Here is how the number of vehicles 


ope rated 


9,582 


in use of trucks 


ages segment 


is divided by capacity among the three 


leading groups of truck users 


under 1% 

1% tons tons 
Bakery, cracker 42,961 16,075 
Soft drinks 6,305 22,003 
Dairy products 23,708 20,824 


over 
1% tons 
2,075 
7,160 
9,159 


The dairy industry goes in heavily 
for special bodies, almost 10,000 of its 
trucks being of the tank or refrigerated 
ty pe 

Despite the importance of the food 
manufacturing field in the economy, 
Jarge size is not a characteristic of the 
typical plant. Only 3,072, or 7.2% of 
of the total, have 100 or more em 
ployes. To avoid divulging figures on 
operations of any individual plant, the 
Bureau of the Census withholds so 
data that in cases the 
relative importance of the largest es- 
tablishments cannot be accurately de 


mue h most 


termined. An exception is the meat 
packing field, where 399 plants, or 
10% of the total, accounted for 72% 
of the output 

The following table shows the vary 
ing importance of plants having from 
l to 50 employes in four of the eight 
industry divisions for which complete 


data were given 


y % of 
Est Shipments 


» of 


80.0 17.6 


33.9 


Meat products 
Dairy products 
Canning, preserving 
and freezing 
Bakery products 


17.6 
19.8 
can be extremely 
the initiated, how 


Percentages 
dangerous even to 
ever. Here are the 
the sare plants those 
lt whe HoVeS 


} 


actual figures or 


havir ir 


No. of Shipments 
Est (000) 

$1,.364,.7% 
1.818.650 


Meat products 4.181 
Dairy products 6.763 


Canning, preserving 


Food Products Industries—Value of Shipments, 1947 





@ Bakery products 


Bread and other 
bakery products 

Biscuit, crackers 
and pretzels 


@ Beverages 


Bottled soft drinks 

Malt liquors 

Malt 

Wines and brandy 

Distilled liquors, 
except brandy 


No of 


Est 


6,797 


5,618 
440 
53 
418 


226 
6,755 


Value of 


Shipments 
$(000) 


2,416,891 


$40,222 
2,957,113 


748,196 
1,317,854 
256,230 

* 232,538 


870,235 
3,425,053 


®@ Canning, preserving and freezing 


Canned sea food 
Cured fish 


254 
127 


Canning and preserving, 


except fish 
Dehydrated fruits 

and vegetables 
Pickles and sauces 
Frozen foods 


@ Dairy products 


Creamery butter 

Natural cheese 

Concentrated milk 

Ice cream and ices 

Special dairy 
products 

Plastic cream and 
bulk products 


2,265 


146 
743 
291 


3,826 


2,157 
1,811 
562 


»27 
cael 


503 


510 
7,816 


@ Grain mill products 


Flour and meal 
Cereal preparations 
Rice cleaning 

and polishing 


1,243 
64 


8S 


226,519 
31,077 


1,640,754 


$1,079 
364,919 
155,076 
2,469,424 


1,194,934 
$51,916 
1,005,004 
1,300,023 
622,696 


690,176 
5,364,749 


2,511,543 
284,666 


224,741 


Value of 
Shipments 
$(000) 


Cont 


No. of 
Est 


Grain Mill Products 


Blended and 
prepared flour 122 
1,517 


75,523 
3,096,473 


@ Meat products 


Meat packing, 
wholesale 
Prepared meats 
Poultry dressing, 
wholesale 557 
3,974 


*6,133,051 
*1,139,511 


481,929 
74491 


@ Sugar; Confectionery 
and related products 


Raw cane sugar 82 
Cane-sugar refining .. 25 
Beet sugar 74 
Confectionery 

products 
Chocolate and 
cocoa products 31 
Chewing gum 37 
1,935 


60,135 
818,430 
262,872 
1,686 944,925 

349,907 

148,286 
2,584,555 


@ Miscellaneous food products 


Leavening 

compounds 48 
Shortening and 

cooking oils 100 884,713 
Oleomargarine 27 214,598 
Corn products 55 459,978 
Flavorings 606 313,573 
Vinegar and cider 8,579 
Manufactured ice 273,415 
Macaroni 

and spaghetti 
Liquid, frozen and 

dried eggs 
Food preparations, 

a €& ¢€ 


72,295 


226 112,094 


154 253,413 


1,312,466 
3,905,124 


1,925 
6,691 


Grand total 39,637 31,556,982 


*Estimated 


Summary: Food Products Industries, 1947 





Meat products 
tDairy products 
Canning, preserving 
and freezing 
Grain 
Bakery products 
Sugar 
& related products 


mill products 


No of 
Est 


3,974 
7,816 


confectionery 


Employes 
(000) 


274 
208 


> 
58 
279 


25 


(Money figures in thousands) 


Capital 
Exp. 


Value added 
by Mfr 


Cost of 
Materials 


$1,280,692 


. $ 85,036 
$4,139,174 1.225.575 


164,264 


105,455 
38,311 
105,913 


1,552,803 
2,489,017 
1,591,304 


$16,621 
607.456 
1,365,809 


1,806,007 814.316 59.693 


> 849 18,312 


5238 


434.619 


S&S SOR 


Beverages 4.755 203 1.437.266 1,850,914 
Miscellaneous food 
preparations 


Total, 1947 


and freezing 
Bakery products 
91,115 


$868,099 


2,702,428 1,167,347 
$9,228,730 


6,691 143 
39.637 1,492 $13,375,591 


18.631 $4,203,567 


*Not available tIincludes 2,393 plants manufacturing and dealing in fluid milk; 
their 1947 shipments totaled $2.4 billion 
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prize “package” 
for packaging advertisers 


for an award of merit—a good indication searched— accounts for not less than 70% 


think. of mmsiat onth-in, month ‘ MODERN PACKAGING § rich monthly 


out liter 


Why? secause—if you are selling any 


of the things the 

buvs at a six billion dollar rate a 
the iN ‘N formance 

t n MODER ACK AGING ane To make the “package” con plete, con 
sider both the qualit und quantity of 


ckage” in wi to r vour a | 
t It is b MODERN ACKAGING S regular reader 


he 
staff ? 


today stand t a twenty 
ch, with the ibseription 
healthy five dollars 

mk u 


heir names 


ATItOn 


o ; U 
jacka cing aa eee 
| o — 122 East 42nd Street, New York 17, N. ¥ 
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@ Sales Promotion Ideas 


COMMENT ON CATALOGS © BOOKLETS © DIRECT MAIL © EXHIBITS @© MOTION PICTURES © SLIDE FILMS © SALES neces | 


Supplier Sells a Lift Truck on Television 


WEEKLY network television show 
4 was used by Automatic Transpor 
Ration Co.. Chicago. to 


ol the 


introduce one 
company s new hilt trucks 

Manhattan Spot 
originated from New 
DuMont net 


who starred in 


The show was 
light 
York 


work 


which 
studios of the 
Chuck 
fhe show, demonstrated the 
truck and a small fleet of other Au 
Romatn il trucks t 
Rhev lift. carry and stack 
Factories 

Viere thar 4b 


Tranum 
new lift 
madustri show how 
naterials 
und warehouses 


industria 


LITHOLINE 
wi Ti-PuRPOS! 
GREASE 


$1,000,000 NEW PROCESS 


name and other packaging imformat« 


62 


including heavy-duty press at 
right, permits four-color lithographing of trade-marks, brand 


m on 55-gallon 


nancial executives within a 200-mile 

radius of New York attended as a live 

audience at the telecast 
Robert M. Whitney. 


was interviewed on the show, 


advertising 
manager 
in which he made his first appearance 
seated high above Tranum on the ram 
of one of the company’s Skylift elec- 
tric trucks (See picture } 


idvertising and direct 


Ne wspaper 
mail w is used to bri iw the progr im to 
the attention of industrial buyers who 


show on television sets 


ult see tl 
it hore 


steel steel containers 


New Press Permits 4-Color 
Lithography on Big Containers 


Industrial suppliers who package 
their products in large steel drums now 
can label them almost as elaborately 
as a can of peas on the grocer’s shelf. 

\ new printing press has been de- 
veloped that lithographs in two or 
four colors the brand-name, trade 
mark and other packaging informa- 
tion on steel containers ranging in 
size up to a 55-gallon steel drum such 
as used by suppliers of oils, chemicals, 
foods and other products. The press 
handles large sheets of heavy-gage 
steel as a conventional press handles 
paper and prints in detail as fine as 
on paper. The steel sheets are pressed 
into drums after printing 

The entire process, including the 
Rheem Mig 
manufac- 
New York 


press, was developed by 
Co., New York container 
H. Hoe & Co.., 
printing press manufacturer 


Although 


metal containers such as pail and cans 


turer, and R 


lithography on small 


has been commonplace for years, 
Rheem safs this is the first time simi- 
lar precise lithography has been pos- 
sible on steel sheets large enough to 


The 


18-gage 


drums 
sheets of 
1.200 sheets 


fabricate full-size press 


x6’ 


lithographs 


steel at a rate of more 


than 75 tons) per hour 


drums, as shown at left. Although lithographing on small cans 
and pails is common, this is the first such treatment of big 
Standard 


inks and offset plates are used 
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65,100 


PIES 
ee. These important questions on space buying are answered 


istribution) 


in our new booklet, “The Reason Why”. If you like to base 
“200,000 space buying decisions on facts, you will find much helpful 
ADERS material in it. Just drop us a line and your copy will be 


42,425 
} NTS 


mailed immediately. 


. \iEN Wy cweck AND pass, ALONG | 
A PENTON PUBLICATION il MENT 
‘ 
iE CA| 
1213 West Third Street GEST ee aay 


Cleveland 13, Ohio 
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Editorially Speaking 


®@ Advertising and Business Policy 


It is now so generally accepted that advertising is 
1 basic and continuing policy of business that it is 
possible that too little is being done to « mphasize its 
position in an integrated marketing policy Even ad 
which are in the busi 


vertising agencies and media 


ness of selling advertising space, time and service, 


seldom provide basic information regarding the 


of advertising as a selling tool 


philosophy 


ulve rising and 


Associated 


It is true that in the industrial 
marketing field such organizations as the 
Publications and the National 


Advertisers Association have prov ided a considerable 


Business Industrial 
volume of educational material relating advertising 
to the over-all job of selling equipment, materials 
und supplies to industry 
McGraw-Hill 


mechanized selling” 


And ind vidual companies 


sue h as whose dis ussions of 
have represented a valuable 
ontribution to the basic literature of marketing, have 
devoted considerable attention to the subject of sell 
ing advertising, as distinguished from «elling a par 


ticular medium 


But it is still true that most 
efforts of media and agencies have failed to register 


of the promotional 


with management the importance of advertising as a 


means of promoting sales, reducing distribution 


costs and building a strong competitive position 


(nherwise companies which are today confronted 


with the task of holding a profit against the pressure 


{ constantly rising costs would not be «o ready to 


reduce or discontinue :dvertising 


The fact that whose 


many of these companies 
sales are satisfactory and whose production is at or 


near capacity, regard advertising as “expendable” 


when the need for economy asserts itself, is a strong 


indication that they have never accepted it as part of 
} 


their basic marketing policy. They use advertising 


because most of their competitors do, but they have 
not been convinced that it plays a vital and important 
role in thei 


marketing operations 


We noted the experience recently of a large com 


pany whose business, in terms of sales, is excellent 


but which, like 
difficult to 


higher costs in every department \s« 


many other companies, 1s finding it 
bee ause ol 


1s result, the 


retain a satistactory profit 
order has gone out to incel advertisiz + for the 


second half of this vear 


Neither the 
handl ng the a 


vdvertisit imager nor the ager 
unt had 
} 


necessary n rial with which t 


s cy 
mediately available the 
present a reasor able 
und intelligent detens 


kind of ta 


ing the role assigned to it, reducing advertising 1s 
just as sensible as dismissing salesmen. To maintain 
volume, and to reduce distribution costs, both are 
necessary. But if management has not grasped this 
fundamental fact, advertising is likely to be looked at 
purely as an expense and not as an essential part 


of the marketing machinery 


More tools and techniques for the measurement of 
advertising results are now available and understood 
It will be necessary to « mploy them more effectively 
if we expect advertis ng to do the job for business of 


which it is capable 


@ Better Industrial Advertising Copy 


Bernard Dolan, retiring president of the National 
Industrial Advertisers Association, made an interest 
ing and constructive talk at the recent convention 
of the Advertising Federation of America in which 
he discussed the use of business papers in a sympo 
sium dealing with more effective use of all advertis- 


ing media. 


He pointed out that the importance of industrial 
advertising in business publications is much greater 
than is indicated by the rates charged for space. Be- 
cause of this, he contended, there is a disposition to 
devote to the preparation of industrial advertising 
copy much less than is allocated for advertisements 
appearing in general media and representing mu h 


larger investment in advertising space 


To get the most from highly specialized and con- 
centrated industrial circulations available through 
business media, Mr. Dolan suggested, just as much 
time, effort and money should be provided for copy, 
art, layout and typography as is available when the 
advertiser or his agency is preparing advertisements 


for media with considerably higher rates 


Recent studies of advertising readership have 
demonstrated that while business paper ads have an 
effective coverage of their audiences, comparable 
with that of general media, there is a wide range be 
tween the best read and the most poorly read ad 
vertisements. The difference is explained only by 
the lack of interest provided by the low rated ads 
There is a tremendous opportunity for incre ased ef 
fectiveness of industrial advertising in terms of reach 
ing and influencing more readers with each individu 
al advertisement ind it can be realized by spe nding 
re time in preparing ads which contain the neces 
ngredients for interest and therefore a real 


{ f the prod 


wr readership by actual buvers 
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INDUSTRIAL MAGNET 


g the uncharted wilderness, a pioneer halted his weary oxen at 


natural dam site. Assured of an abundant supply of power and en 
g a future market for his products, he built a grist mill. Such was 
> pattern of early industrial development in our country 


Today, ottract ng business and industry to new locations is a h ghly 
developed science, in which states, municipalities, railroads, public 


tilities and civic minded companies and organiz 


ns rely heavily on 


1id advertising to do the job 
These advert sers have found Business Week the ideal medium for 
rcentrated audience of Management-men 


F 
saching a highly « 
xecutives who make or influence important decisions for their firms 

Consequently, Business Week carries more industrial deve opment 

1g thar ony otner general Dusiness or news mogazine. 


1Gvertisir 
a product, a service or a plant site, Business 
q 


Whether you 
Week give U ected prospects at lo 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


industrial Development Advertisers 
in Business Week 


(Five Years or More) 








FREE Dracdh BROCHURE 


Branches in Principal Cities \ ant?) sémentau “/y fee Founders 


200 Elmora Avenue, Elizabeth B, New Jersey 





H°’ I OF Sa con pany dec ide the 
strategy of 


a long range idver- 

(ising campaign / 
This is the way American Cyanamid 
New York, did it for a campaign 

tenth vear 

The campaigr which Is institulior 
al, currently is running in Business 
W eek. 
Evening Post to create a public iden 


Vewsweek and The Saturday 


tity for a company that makes thou 
sands of products the public seldon 
or never sees and several that they 
ado 

At the start of the 


1940, the sales and marketing picture 


campaign 


of Cyanamid had changed vastly since 
1907 when the company was founded 
to manufacture one product alciun 
cvanamide for fertilizer 

Through research and develop 
nt, by acquisition of other con 
unies and by its own internal ¢ xpar 
sion, Cyanamid in 1940 operated 
nines, plants, warehouses, and offices 
throughout the United States and in 
many foreign countries. The « ympany 
was producing and selling thousands 
of chemical products to almost ever) 
ndustry and was advertising it 

list of trade and technical jour 

als 

However, it was found that although 

cl product was well-known ji the 
particular industries to which it was 
il, =the 

had littl mcep’ 
diversity of the 


business 


e general public 
The ex mpar 

\ dehined 

Thus. the 


oveTati 


their fhe 


ntalizing 


the d a leather 
tanner i 
» the farmer 


iterials to the 


us supplier to 


fertilizer anutacturet 


proa t 
‘ lder nd yr many ther 
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Cyanamid’s 


Ten-Year Campaign 


Sells to Two Audiences 


lustries served by divisions or branch 
es of the 
to correct this i 


ompany. One objective was 
pressior to expand 
the market for all company divisions 

Again. industry und business as a 
shole was unaware of the con pany s 
expanded research and development 
which was creating new 


products and nproving old ones 
valuable sales opportu 


night be missed 


Here agair 


ign 


ctives, the ) 

Hazard Advertising 
w York, planned a can 
many years without a maj 
\ primary 
package 


that would be strikir ind attractive 


n theme or format 


requisite was a tormat or 


ind remain so iv der to build up a 
urmulative eflect and continuity to a 
series of stories ut the company’s 
ictivilies 


Among the 


pany size and wide range 


hoices for these stories: 
1 prod 
ucts the companys long history 
the rowth of the chemical industr 
nd the company’s role in that growtl 
} 


But these were by passed for an ay 


Cover 


Picture 
° 


proach that reached two audiences 
it the same time. It was decided to 
lramatize in simple, human terms the 
ompany’s part in the creation of the 
things people use in everyday living 
One audience was the public, through 
ts interest in more and better prod 
And looking over the 


public's shoulder was the vital second 


ucts for itself 


sudience—-key men in business and 

industry, whose job it was to sup 

ply the public with more ind better 
pr ducts 

\ typical ad from the campaign is 

the one with a color photograph ( see 

if a polar bear afloat. over a 

“White is always in the 

and COPY explaining how the 

npany is supplying industry with 


which makes the 


many 


titanium dioxide 
of all 


ining 


pigments lor 
from the enamel on 
frigerator to the paper in your 
igazines and books 
One of the best evidences of the ef 
fectiveness of the « ampaign is the cor 
sistency with which the company has 
ilhered to its strategy, continuing 
the campaign without a major change 
in motif or physical format through 


the years 





e @e T THE HALF-WAY mark of 1950, 
Advertising Volume total advertising volume for 25] 
business papers reporting to INDUSTRIAL 

Marxerine stands at 159,523 pages, 

compared with 167,223 pages for the 


i i sts onths of 1949, a decl af 
in Business Papers ‘"""""""" 


For June, 26.908 pages compare with 

J une 27.095 in June, 1949, a drop of 187 pages, 
or 0.7%, which follows the trend of a 

Volume ’ fin Pages) Under 1949 lewse ning rate of decline in page volume 
Cumulative figures to date for the five 
claassifications show the following per- 
~~ ' centages: Industrial, the largest group, 
Export 2 with 148 papers, off 5 Product News, 
Grend Totei ? 2 up 1.5%; Trade group, with 53 papers 


> 


off 4.7%; Class publications, up 1.2 


First Six Months of 1950 and Export papers, down 11.5% 


Figures for June Industrial, off 


Volume 4.6°/, (in Pages) Under 1949 


2.4%; Product News, up .2%; Trade, 
ip 5.6% ; Class, up 1.3%, and Export 
down 10.1 


therwise noted, all publications 
monthlies and have standard 
x 10 inch type pag 


Total Six 
June Pages 

Industrie! Group 1950 1949 tadustrial Group 
(eas 
(as Agr bi-w 
Heating & Ventilating 
Heating, Piping & Air 

Conditioning 
lee Cream Review 
Industrial A Engines 
y 


ishing (4 


Machine 
Machine 
‘ 


Machinery 
Manufacturers 
Marine Engines 
Shipping 
Mass ransportatior 
Materials & Methods 
Mechanical Engineer 
Mechanization 
Metal Finishis 
Metal Progress 


ar 
irchasing 
huick fF zen ft 
Locker Plant 
silway Age 
Railway Engines 
Maintenance 
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thanks for the lift... 


Publishing a magazine really puts you on top of the world. 
Sometimes ‘ 
Take now, for example. 

Our readers have just lifted our spirits by boosting our circulation to its all-time 
high (and that’s a pretty impressive vote ol confidence when you stop to consider that 
it means more than a ten-fold increase since Time Inc. bought the ForuM). 

Our advertisers have chimed in by closing our books for the first half of "50 with 
the largest six-months’ expenditure they have ever invested in FORUM—or any other 
building magazine. 

And now Industrial Marketing’s distinguished panel of judges has just blue-ribboned 
two of the many reasons why readers and advertisers feel the way they do about ForuM. 
lo our 1949 School Reference Issue they gave first prize for “the best single issue” of 
any industrial magazine. And to the June 1949 rorum they awarded top honors for “the 
best graphic presentation” of any industrial magazine. 

setter still, more good reasons for both readers and advertisers to keep their eyes on 
FORUM are in the works right now 

Like the first full report on the completed U. N. Secretariat. That building, and 
FORUM’s September analysis of its significance, are both destined to influence countless 
buildings to come 

And like rorum’s October 1950 Reference Issue. which will answer the most 
persistent question plaguing building men today: “What Can You Do With an Old Build- 
ing to Help it Compete with New Ones?” With a $10 billion modernization market ahead, 
this will be a working handbook for the entire building industry. 

Those last two reasons, we submit, are the most substantial of all—for laurels are only 


a lift when you're certain you don’t have to rest on them. 


secwrrecrues. TOFUM 


THE MAGAZINE OF BUILDING 


INDUSTRIAL MARKETING, July, 1950 “7 





Tete! $ 


Tete! Sis 
oa Peges Months Peges Poge onths a 


iadustrie! Group 1980 99 


Total Six 
June Pages Months Pages 
1950 1949 1950 1949 


Product News Group 


Tote! Six 
June Poges Months Peges 
1960 1949 1950 


Toto! Six 
Months Po 
1950 1 


June Poges 
$0 lea? 


Trede Group 
Export Group 


INDUSTRIAL MARKETING, July. 1950 





Jer Lditeniand 
(t0ellomes 


on STR Pipeps 

‘ 

“ie to “tary 7, 
Centile Marley 


~~ . 


Wortp consistently covered the technical developments 

that spelled progress in synthetics, month by month. Also, 

, as now, TextTiLe Wortp brought these developments 

Now in mid-1950, as earlier in the century, Textitt nto sharp focus every September in a feature section 
Wor.p’s service to the sy tic-textile field has received Back in 1925, when the first of these annual features 
t 


las 


itstanding recognition. This industry-wide paper as presented, rayon producers were turning out 51,000,- 
t 


ist been given one of Industrial Marketing's awards ot 000 Ibs. of yarn annually. Tcday’s production at over a 
the best singie art I iblished in 1949 among billion pounds is 22 
The winning article was the 20-page Textite Wortp's Annual Synthetics Number in Septem- 


has uninterruptedly helped to advance the great con- 


times greater. Over these 26 years 


papers 
feature, “Newer Synthetics Are in the Spotlight e 1 
5th Annual Synthetics Numbe tribution to textile fibers made by chemistry. The editors 


velieve that their efforts have paralleled the efforts of 
n 1928 Textire Wort ynthetics producers in putting the new fibers into the 
f its coverage of the syn- mportant position they occupy today 
-textiles field. At that ti the Associated Business It is, therefore, little wonder that the trade looks upon 
Papers, Inc, presented this publication its-top award he September issue as the year's high spot in synthetic- 
yutstanding editorial ser based on TW s achievement textile literature. There is little wonder that sales mes- 
ug the textile ind ry nov use successfully sages in that issue, slanted toward the multitude of users 

fiber yon. Then as now, TEXTILe f synthetic fibers and yarns, pay off we 


September, 195 rT f Textu tured at Textite Worta's t t u with the buying of textile 
dyes, wherever located 

ling appeals to those wi t our interest focuses on either of Add to this all of the regular monthly 

textile industry beyond it ynt these two events—remember that Tex features which make TW so valuable to 

in-l issue 


Worto has two additiona mm pe » shows 


feature. It will contain (1) th nm tu2 Wortp has a penetrating paid cir its readers and you have a 4 
nary story and guide to the t r culation among mills of the Southerr that is definitely a must for your sched 
Textile Exposition to be held t. 2- states, standing first among all paper ile. Send your reservation NOW to 
at Greenville r , in total mentions from that territory in Textuz Woato headquarters or the dis- 
liminary story on the annual mee two readership surveys made by the trict office servicing you. September 
and exhibition of the American Asso- Bureau of Applied Social Research of forms close—for copy to be set, Aug. 5 
ciation of Textile Chemists & Colorists Columbia University. Remember also for complete plates, Aug. 12 

Sept. 28-30, at Wentworth-by-the-Sea that TW has a broad as well as deep 

N. H. This September issue will be fea coverage of all mill titles concerned 


Publication 330 West 42nd St., New 
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Employe Communications - Public Relations 


F industry's Relations with EMPLOYES + STOCKHOLDERS + DISTRIBUTORS + SUPPLIERS - NEIGHBORS # 


By ROBERT NEWCOMB and MARG SAMMONS 


An Editor Makes a Movie 


to Explain Company Magazine 


PRS HE industrial editor is a lonely 

| bird, as an observant member of 
the craft in New York recently put t 
in the pec uliar country of commur 
cation 

He is charged with interpreting his 
management to the people who work 
for it, and in addition to the company 
magazine, he may use a half dozen 
other devices. But his co-workers u 


management circles remain largely 
gnorant of why hes there ind of 
what he does. They smile tolerantly 
when they reflect that the editor makes 
his living from an instrument as frag 
le as a typewriter and no matter how 
little he is paid, he is often regarded 
us expendable 

This attitude stems from the fact 
that. for many years, industrial an 
igement has placed its emphasis on 


production and sales (where it cer 


tainly belongs but has tended to ex 
clude industrial relations. It takes a 
little time for an engineer, or a sales 
t r a distributor, to figure 
xactly why communication is 
nt. When a strike hits the place 
can hgeure it out tast 
) building a new emplo 


rion Salt ¢ 


SHOOTING A SCENE from a film 
Co.'s employe publication 


McCune catches Bernice Kerr, his assistant 


vo 


serves a purpose 


John McCune, the editor, discovered 
that the overall objective of the maga- 
zine was not parti ularly understood. 
Management people in general had a 
sympathetic but largely detached at 
titude toward the project; they ac- 
knowledged it was a good idea and 
that the company ought to have such 
1 periodical. But few had the inclina- 
tion or the time to appraise its poten 
tials in their own minds 

McCune was aware that when a 
ompany wants to mere handise a prod 
ct, indo 


trinate an employe or inter 


pret itself to public groups, it often 


turns to moving pi tures He decided 
to turn to moving pictures. 

McCune had no budget, and no par 
ticular possibility of having one es 
tablished for such extra-curricular ac 
tivity. He had only an old style 8mm 

ovie camera, a projector, and pass 
ibl but not spectac ular skill as a 
cameramat 

What he undertook to do was to pro 
luce a home-made film. built around 
Morton's public ation, “The Spout.” 
He wanted it to tell, in a pleasant and 

ilatable for exactly what the maga 
was, why it was started, how it 


produced ind by whom He 


how Morton Salt 
Editor John 


and Ray Leech 


wanted his management to understand 
that this communications medium was 
just as much a departmental function 
as sales or production, and that it aid- 
ed both 

The finished product, generously 
punctuated by splices that occasionally 
vield and tie up the performance, is 
a swift and workmanlike little job of 
telling a communications story. It has 
no title. no introduction, and no end- 
ing. McCune has prepared for it a 
running commentary which he deliv- 
ers in a highly conversational tone, 
und changes whenever he feels like it. 


Modest Masterpiece 


He has used no outside models; his 
people are his assistant, Bernice Kerr, 
his artist, Ray Leech, and a continu 
ing gallery of linotype operators, com- 
positors, proofreaders, engravers and 
so on—the people who contribute to 
the manufacture of “The Spout.” Me- 
Cune sagely points out in his talk that 
some of these people have been serv 
ing Morton for 25 years and more, 
as suppliers of necessary services. 

It is no secret that the preview of 
McCune’s modest masterpiece made 
a deep impression on the company’s 
officers. They had not realized the 
size, the complexity and perhaps the 
importance of the company’s own pub 
lication. Busy men, they had not yet 
viewed “The Spout” in its proper re- 


lationship to the company and _ the 


layout artist, in a discussion of layout. Right: The same scene 
shot by Editor McCune is shown on the screen as he presents 
the film for Morton sales personnel at a meeting 
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Less Dignity, More Spadework, Helps Company 


Each month this department summo- 
rizes here the methods and achieve- 
ments of a company or executive out 


standing in employe relations. 


In ertain circles of ¢ nployer-em 
ploye communication, it is considered 
fashionable for the industrial editor 
to create his journalistic product by 
remote control 


Lnder 


comfortable sys 


this 
tem, the editor 
ent expected to 
vsmirch himself 
ugh ontact 

with the common 
herd His disaf 
filiation with the 
ink -and.- file 

it possible 

to sit in 

ar from the 

hinery and.the view 
vders und compete 
bein 


thei 


industrial journalism, and one of the 
most thoroughly read and liked, is a 
little bi-weekly affair called “Thread 
edited for employes of Spang 
Chalfant. In Ambridge, Pa. The 


with a right guy s 


{ h ps 


itor i a woman 
viewpoint. Her name is Esther Elias, 
ind the men who mount rostrums to 
yuut the American system 


look at the Elias 


pr uttle aly 
ought to take a long 
thod 
She spends her time in the plant 
with the people. She writes her own 
stuff, takes het 


her own layouts, handles her own dis 


own pictures, makes 


tribution. She finds out what her 
readers want to know, then digs the 
facts out of her responsive manage 
entitled 


which calls the shots 


ment. One such feature is 
The Outlook 
on plant operations in every issue, so 
that employes know at all times how 
thir us stand 
Prior to 


i division of 


joining Spang-( halfant. 
National 


secretary to 


Supply Co 
Lowell 
publicity for the 


she served as 
Thomas, handled 
Salvation Army 

n Wales is : 


ith ar igricultural 


and spent two years 
news reporting capat ity 


association, She 


e to her editorial post firm in the 


write 

the 

less use tor 
nportance 

ll the psych 


lis put t 


urnals are basically 
amd that the 

If nage 

w how dangerous 


est iblished line 


of communication, leaving the field 
open for unopposed rumors, it would 
think twice 

But the 
situation often lies with the editor 


responsibility for such a 


himself. He has failed to point out to 
his management the value of his me 
dium. While departments all around 
him are reporting in detail, the editor 
When the time for a 


around, the 


remains quiet 
budget decision comes 
employe publication has no friend a 
court. The evidence isn’t in 
MecCune’s film was done in color. 
It took uncounted hours of time, and 
it cost exactly SLL. How many hun 
dreds of times the picture has paid its 
way, in terms of good feeling and bet 
ter understanding. is something no 
comptroller could ever measure, nor 
can anyone else They don't make 
vardsticks for that sort of thing. 


IN THE WIND 


Quick Communications 
Via Radio 


faxicab passengers often ride in 
cabs that are equipped with two-way 
short wave radio systems. What the 
device provides in the way of discom 
fort to the ear is probably compen 
sated for by the increased efficiency 
if the « ib’s operation Now an oil com 
pany has taken up the device, after it 
was discovered that this modern short 
wave equipment inn bile mechanical 
units helps speed up both routine and 
! operations. Humble \ 
Houstor Texas, has i 

1daptatio 

i picture st 
dern and read 
The Humble 
\. Mabry. The 
ble of two-way cor 
oughly fifteen miles 
station ind ap 
niles car to car 
two-way thirty-watt 
trucks 
locomotives, patt 


ur make it 


ors to perform both 


straddle 


nurse s ¢ 


ces quick 


it once 
me pos 
obvious 
ge is that 
t says it Is a cle 


inicatior 
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It takes Petroleum Processing circulation to reach 


all the men you must sell 


Miss a single important man, and a sale may go out 
the window. That's true in most selling, particularly 


true in selling to the refining held. 


There, many a head must nod approval before 
you get an order. Often, the final decision is handed 
down by management. But, it depends largely ( more 
than you may realize) on the opinions of superin 
tendents, engineers, foremen and chemists. the men 
who easily may be missed in the usual selling 
approac h. 

Not all of these technical experts and operating 
met eed be reached by everyone who sells the 
industry. Some may have the say on equipment 
others on s ip} lies and materials. The high degree 
of interdepartmental responsibility makes it dith 
cult to determine exactly which key men should be 
contacted on any iver product Thus. vour most 
effective method is to reach all key men whose deci- 


sions affect plant purchases 


That is why Petroleum Processing with more that 
10.000 circulation—-the largest in the field—pro 
vides idequate coverage bv giving yor complete 


coverage. It's why this carefully controlled distri 


bution includes more than 7,600 copies monthly to 


PETROLEUM 
PROCESSING 


@ Greatest Market Coverage 
© Top Reader Preference 


@ Lowest Cost Per 
1000 Readers 


these four buving influence groups, almost twice as 
many as can be reached by any other refinery 


publication, 


Sor ew here in this group are met whose Opinions 
will make or break many sales for you. Take no 
chances of failing to tell your story to the big four 
React the superintendents engineers, foremen and 
as well as management thoroughly and 


advertising in Petroleum 


chemists 
economically through 
Processing, the publication that reaches all the men 


you must sell! 


Superintendents ... 1,829 


Engineers .. . 3,579 


. 1,262 


Foremen 


BEST READ BOOK, TOO! An independent survey organization 
reports that, in the largest and most authoritotive study ever 
mode of reading habits in the refining industry, 91.4% of those 
interviewed read Petroleum Processing and more of those 


who read it prefer it over any other magazine serving the field 


1213 West Third St., Clevelend 13, Ohic .. . Offices in New York, Chicago, Philedeiphic, Houston and Los Angeles 
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How to Advertise 


to Business Men: 


g | roar 


ing people 
strate 
be planned for 
ive because 
for which appr 
It would hoe : 
ynditions for 
should 
yet it 
that 


promise to 


the «x 
signed 


ept it 


in and year out, f 
ber of 
, hiective ha 
the ther hand 


in obje tiv 


ur p 


of the situation 


1¥ quarterty nad 


recommendations when 


priate 


1 subject that 


from managemen 
Many ti 
presented with a pl 


the last fieuwre 


ves | have 


uivertising 
sold on what he 
before it is rev 
it will st. TT 
ship the nor 
the proposal 
eration, the 


priate 


" 
But we are 


oncede th 


last 


nvest s« 


vears mtil 


NATELY for 
and 


gy sdvertising 


that’s the norm 


priations 


which 
ms rare 


1 business 


een reached 


i 


mt 


tar ata Part 21 
has to run——and 


i? month prae k 
il period 


advertising 


By HOWARD G. SAWYER 


wre. made , 


rate 


i plat « ce 
for 

is willing 
such money, vear 
ndetinite num 
wivertis. 


thy 


certain 


vht } ipper that 


hed in less 


ertisiu dollars is needed to reat ha 


urselves to given objective. Certainly it is not a 


lwet, At the percentage of last years sales or even 


erve the is some have suggested) a percent 


sll for a review e of next years sales In sell 


lar intervals ng to business and industry, the part 
vuivertising plays in making da sale is 


extremely difficult 


to submit new 
or impossible to 
sluate; hence a percentage arrange 
ent is seldom feasible 

Nor does it he ip muc h to follow the 
fill 


can tell you what repre 


example of competitors (McGraw 


tor example 


sentative companies are investing u 


the vivertising nm percentages ol 


sales). because your objective may be 


tiftferent trom theirs and more or 


ss, difficult to attain 
However, you may find it helpful 
ct “A National Survey of In 
| Budgets” furnished, at $2.00, 
nal Industrial Advertisers 
New 


\776 Broadway 


1 budget be inte 
al | 
this 


it lies somewhere within 


have no clear 


except to say that, 
i the experienced ad 
knows that. to do a 
ot he 


investment r 


than a 


less 


um will, up to a 


the 


vress tow ard 


lV ise 


Some ways to make your ads specific 


of reader without sending production 


ests, pre blems. 1 


Take a 
Long Look 
into the distance 


for each class 


costs soaring. 


ind then figure the 


cost. It will probably be 


amount of time 
reasonable 
ind whatever it is, it won't be the 
waste of money it might be if not so 
urrived at 
the 

ippropriate that money at that 


shrewdly 
2. ¢ 


can. to 


rate for an indefinite period of time 


ommiut vdivertiser if you 


which may turn out to be four vears or 


four months 


Production Budget 


budget, if is necessary 
consider (in addition to 


In your 
the cost 
the space nur ber of ads re 
quired 

l nfortunately faced with 


you are 


1 variety of targets. It seldom hap 


pens—as in « advertising 
that the market can be 
gle target 

The market for a 


nanutacturetr 


onsumer 
visualized as 
rget—one average 


+ Str per 


Sor cigarette 
or example, is clear 
oker: and it doesn’t 

smoker be 
rich or poor 
One ad 
constructed to ap 
smoker” he 


the common denomin 


cut: a cigerett 


atter whether male 
ale. voung or old 


ner t 
garette 
ator 
But the group of business men who 
manutacturer s mar 
different 


ake ul imny 


Ket usually netudes many 


lasses, each wit 


1 its particular inter 
ind habits 
adverstiser 


eeds 


= the business 


paper 


ist. almost alwavs. design i special 
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ta el WHERE IT COUNTS. 


(¢ 


.. FOR ie, 


TEXTILE INDUSTRIES gives 


advertisers far m 


ore thorough 


coverage of mill buying power 


. . . Experienced space buyers know that paid circulation 


alone, even though dominant in its field, cannot possibly give 
100% coverage of all buying influences. Therefore, 

TEXTILE INDUSTRIES supplements its big net paid with Analyzed 
Directed Distribution (less than 10% of the total! ). This 

is the only plan which can—and does—give advertisers 


maximum coverage of the textile mills’ full buying power. 


Boston, Mass., Art 
we 

Buftalo, N.Y 

Charlotte, N.C... W 


Chicago, il, LE Allen 


Cleveland, Ohio, A £ 


1. . LEADS w coverace of 
HEAVIEST TEXTILE PRODUCING AREAS 


In New England TEXTILE IN- 
DUSTRIES has 4,352 paid sub- 
scribers; 7,992 in the South At- 
lantic—a combination of 12,344 
which tops all other national tex- 
tile papers in these markets 
Mills of these two areas operate 
89 of the nation's spindles, 
85 of the looms, and account 
for more than 80% of all U. & 
textile mill purchases 








1.1. LEADS w eprronut 
HELPFULNESS TO PLANT OPERATION 


T. I. readers last year received 796 
articles, in 15 classifications, on mill 
management and production — the 
equivalent of almost 10 up-to-date 
reference books on textile manufac- 
turing. This helpful editorial pro- 
gram has made TEXTILE INDUS- 
TRIES first in reader preference 
among men in the mills, according 
to the most recent survey 








1. LEADS mm actum 


U.S. PAID MILL CIRCULATION 


86° of TEXTILE INDUS 
TRIES’ big net paid goes to men 
actually in the mille—men with 
direct production and mill man- 
agement responsibilities. In the 
reader classifications making up 
this most sales-productive group, 
T. I. leads all other national tex- 
tile journals both percentage- 
wise and in total 


extile Industries 


806 Peachtree Street, N. E., Atlanta 5, Ge. A a 


ADVERTISING REPRESENTATIVES 
y j Gastonia, N.C., W 
Los Angeles, Calif 


New York, N. Y., Wr 
Maplewood, N. J 
Philadelphia, Pa., & He 


t London, Eng., V 
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Winning Editorial Awards 


*3 AWARDS IN 1950 these awards for Editorial Excellence 
were presented to STEEL at recent N.1.A.A. Conference 





AWARD FOR AWARD FOR AWARD FOR 
Outstanding Outstanding Outstanding 
Single Article Series of Articles Original Research ~ 
was earned by STEEL's timely was received by STEEL for the 
Guide for Metalwor 7 niormative “Fundamentals 
Executives on INSURANCE STEELMAKING” series 


AND PENSION 


1s presented for STEEL's new 
RICE & MARKET GUIDE 


plete weekly report 


Ni 


F 


the most 


year 


*4 AWARDS IN 1949 these awards for Editorial Excellence 





were presented to STEEL at N.!.A.A. Conference last 
ee os Pugh 























of Articles... 





Outstanding Series 


Awarded For Outstanding Single Issue 
Outstanding Original Research . and Special Stee/ Industry Statistics 
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/s most gratitying.. 


but it’s STEEL'S 
TOP READERSHIP 
that pays off for you! 


It's mighty inspiring to add these three Industrial Mar- 
keting awards to the four we won last year, because 
they indicate the responsibility we feel in making STEEL 
valuable to readers, week after week. 


This recognition is all the more significant because we 
know that editorial excellence always results in greater 
readership ...and high readership always results in 
more sales for advertisers like you. 


Ask the man from STEEL to show you how this inten- 
sive readership in the right places makes your adver- 
tising dollars worth more. 


STEEL * THE PENTON PUBLISHING COMPANY *« CLEVELAND 13, OHIO 


A PENTON PUBLICATION 


CCAR 
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*Or you can cover the en 
tire target by advertising 
in The Knitter and Tex 
tile Bulletin (serving the 
spin-weave division of 
the industry) Special 
combination rates are 
available and one plate 

will suffice for both 
publications. 


THE KNITTER is the only jour- 
nal in the country edited ex- 
clusively for the manufacturers 
and processors of hosiery and 
knitwear products. It serves the 
industry like no other publication, 
and consistently offers more techni- 
cal information on knitting than any 
other magazine. Because of this spe- 
cific type of editorial content, The 
Knitter is thoroughly read and high- 
ly respected by the Industry 
THE KNITTER is the only publication 


whose advertising pages allow you to sell 
directly to this rich, exclusive market. 


Complete information will be sent on request 


CLARK PUBLISHING COMPANY 


CHARLOTTE, NORTH CAROLINA 








For Up-to-the-Minute Market and Media Data 


use your 


new 1950 edition of the 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 








message to suit each market segment. 
His advertising plan and budget must, 
therefore. allow for enough ads to 
provide special messages for differ- 
ent 

branches of industry metal 
working petrole um, textile, ete 
purchasing and specifying influ 
ences design engineers, archi 
tects superinte ndents, treasurers, 
purchasing agents, foremen, ete 
stages of distribution—original 
equipment manufacturers, raw 
materials producers, fabrica 
tors, distributors, users, et 

In most cases. the means used to 
interest a textile mill, for example, in 
your product should be different from 
the means used to interest a petrole 
um refiner. Although it might be said 
that they are both interested in more 
production and lower costs, for ex 
ample, still, they are mainly interested 
in textile mills and refineries, respec 
tively-—each wants to see how your 
product can increase production and 
lower costs in its particular type of 
operation 

Similarly. what a designer wants 
to know about your product is differ- 
ent from what a plant superintendent 
wants to know. One is interested, let’s 
say, in compactness, light weight, ap- 
pearance; the other more in ease of 
operation, low maintenance, safety 

And, of course. it is obvious that 
special messages have to be prepared 
for each stage of distribution. (See 
Chapter XIV, next month, on “How 
to Advertise to Middlemen.” ) 

You can see, then, that the one best 
message for one target is unlikely to 
be the one best message for all tar 
gets—and how far it would be neces 
sary to dilute your message with gen 
eralities in order to make one ad do 
for all targets 

Per $1000 of space cost, business 
paper advertisers need many more 
different tvpes of message than do 
most advertisers of consumer goods 

The Bristol Co. makes automatic 
recording und = controlling instru 
ments. Its adve rtising budget is mod 


est approximately 200 insertions 


during 1950. Here are some of the 


products being advertised this year 


each be ng giver rhe r more ads 


of its owr 


Lir-oper ated controller 

aircraft engine temperature control 
sireraft fuel evele control 
dis-insect control 

imimeter 


voltmeter 
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Industrial Reseq 


Maturity rch Reaches 


Linings for Steel 
Shipping Containers 


L. F. McKay, Vice President, Ohio Corrugating Co., Warren, Ohio 


gern? 
weshingto® 


o. © 

S Nv ide , 

quit BUTE enc ence 
ai 


ot ¥" che 
oer wend G 
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MED 
MOM a, a 


Is Bigness B 


Crawron H 
EE] du Pont de 


adness? 
*REENEWALT. President 


Ne ours ‘ > . 
mMours & Co Wilmington Del 


, 
‘ct in Today’s World 
he Chemist in To 
perce B. SEMPLE, President Construction Costs 
Wyendotte Chemicals Corp, Wyandotte, Mich HARRY P. BROOM, 
E. B. Badger & Sons Co, New York 18, N. Y. 


WRITERS | 
well-known, highly-vegarded executives provide 


feature articles for Chemical & Engineering News 


—_ 


augment the already intense reader-appeal of 
staff-written editorial content that’s mewsy, fast- 
reading, comprehensive and informative. 
READERS 
70,000-strong turn to Chemical & Engineering 
News each week—double the audience delivered 


by any other publication serving the chemical and 


process industries, a multi-billion dollar market. 


TTArTAM 
HMETIC — 
at the lowest cost per thousand of any publication 
(70,000 copies in the field, C&ENews puts your highly visible 
every Monday) sales message before the 7-Group Buying and Spe- 
cifying Team—the blanket circulation of : Officials 
* Work Executives + Engineers * Research Direc- 
tors * Chemists + Consultants * Foremen and 
Supervisors. 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD 
Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


NEW YORK + CHICAGO * PHILADELPHIA « CLEVELAND + FORT WORTH + SAN FRANCISCO * LOS ANGELES * SEATTLE 
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With automotive and aircraft 
Tar mem eh th _ 
ay AL tone Wade tio \\" 
boy Foyle peeindl in 
anes gs oan. 


eq 
ment reduce fabrication 
More economical produc- costs and increase output 


tien * How your product enhances 
7 . 


Siew. or saves on 
+ ccnatalndiipiaiinns geil ance to aid market- 


abili y 


hy your product mini- 


and 


— 


, mizes accident - producing 
Safet WAR icle and aircraft failures and operational 


operation errors 


¥(O ficial publication of the Society of Automotive Engineers 
Circulation over 21,000 Goes into more than 5,000 organ- 
izations Reaches every important engineer and executive 
engaged in Automotive and Aircraft manufacturing. 


29 West 39th Street 
New York 18, N. Y. 





This Emblem Means REFERENCE Data 
IT’S EA S Y F O R Y O U a CCE, 


to Get Media and Market Data eteay Mee 


When you see it in the advertisements of business publications—in their 
promotion copy in folders, on biotters, in circulers—you ere being 
reminded that the publication has filed its complete reference data in The 
Market Data Book Number. it means you can find facts on the publication's 
editorial services, circulation, influence, morket studies, and similar 
information, edjecent te complete data on the market it serves. 


electronic pyrometers 

running couuwt recorders 

running time recorder> 

thermo-humidigraph- 

thermometers 

pressure gauges 

electrolysis recorder- 

pH recorder- 

telemeter> 

And here are some of the markets 
or which special ads are prepared 

electric utilitie- 

gas manufacturing and distribution 

chemical processing 

metal production 

petroleum 

paper 

food 

textile 

heating. piping and air conditioning 

manicipal 

food locker plants 

All this means that many different 
ads had to be prepared, and as the 
accompanying cut shows, adequate 
money was allowed for top-notch art 
and production. Bristol could have 
saved money by making up fewer ads 
built around a message broad enough 
to be suitable for any instrument and 
inv market; but Bristol believes 
advertising should be spect{u cle 
signed for each publication’s unique 
group of readers, their wants and 
their problems 

Universal Winding Co.'s problem 
would appear to be far simpler than 
Bristol's. Its market is a single indus 
tr textile mills. Certainly Unive 
sal might be expected to get along 
with a minimum number of ads. Yet 
during 1950, Universal is presenting 
special messages on its 

drum winder 

precies winder 

-izing machine 

ring twister 

uptwtters 

And there are spe 
these achi es as they 

cotton 

wool and worsted 

rayon 

-vnthetic filament 

“pun rayon 

nvlon 

And the messages are further varied 

appeal to the special interests of 
-pinners 

vnthetic varn producers 

throwsters 

weavers 

koitter 

In addition, there are special 

financial management men pro 

duction men oper iftors 

Bassick makes casters Here are 
some of the types ot purchasing and 


specifying influences for which i: 


adividual « impaigns are made up dur 


» 1950 


executive 
plant management 


( 
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Only in I & EC can you advertise chemicals 


this handy, new way! 
ty 


“1! & EC Fact Cards” For Chemicals 


... Will take your product facts 
direct to the desks of chemists, 
engineers and purchasing agents 
for year ’round use. 


Industrial & Engineering Chemistry's new annual section, “I & 
EC Fact Cards” for chemicals, starting in the September issue, 
will consist of pages printed on card stock. Each 5” x 7” card 
(two to a page), printed front and back, will carry standardized 
and comprehensive information about one chemical . . . easy to 
bind or file as cards, ideal for cross-indexing. Each card, arranged 


\ 
ENGINEER 
alphabetically, will supply essential facts for one chemical needed 


by chemists, engineers and purchasing agents, 

/ — “Mighty 
convenient, 
no hunting!" 


Chemists and chemical engineers long have requested factual 
data on chemicals of commerce and industry presented in 


uniform style for easy permanent reference 


25,000 PLUS CIRCULATION 





In addition to the wide market coverage of I & EC's Se ptember 
issue, 25,000 Program Supplements containing “I & EC Fact 
Cards” for chemicals will be distributed at the Sixth National 
Chemical Exposition—Sept. Sth-9th at Chicago. These Supple- 


Kean -F orn 


ments will also incorporate the Chemical & Engineering News 
Program Directory as well as equipment and chemicals adver- 
tising appearing in the August | 4th pre-show issue of CkENews 


and the September issue of I & EC, 


INDUSTRIAL & 
ENGINEERING CHEMISTRY 


KEY TO ORIGINAL APPLICATIONS 





a Published by: THE AMERICAN CHEMICAL SOCIETY 


_ whe Management: REINHOLD PUBLISHING CORPORATION 


" ——_ 330 West 42nd Street, New York 18, N. Y. 
NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND * FORT WORTH + SAN FRANCISCO * LOS ANGELES + SEATTLE 
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, Sains pirrencRro™ 


ee 
aot aol yRATION 


+ Gereee ~~ ous. CO 


Apeista™ 


Jones & Lt —— 


Bill Miller, Asst. Gen. Ver. of Sales 
& Laughlin Steel ¢ orp. (right), calls on 
L.. Davis, Purchasing Agent. National 
Products Corp., Pittsburgh 


Viller of Jones & Laughlin says, 


+ ° *9 
“Purchasing Agents are important 


Purchasing Agents are very important —for it is Pailored to the exact requirements of the most 
through these men that vou may get vour only important functional group your salesmen call 
opportunity to have vour products considered.” on, Purchasing is the one magazine the P. A. is 
aay Willan Bill) Miller. Pittsburgh District sure to get, the one place your advertising message 
Sales Manager, Jones & Laughlin Steel Corp is sure to reach him 

Mir. Miller has been associated with the Jones Month after month, Purchasing opens the door 
& Laughlin sales organization for over 35 vears for vou to the men who control 85°, of industry's 
Ihe =o aks from lon experience when he saves that purchases If your business is to sell the leading 
through the Purchasing Agents vou may get industrial organizations, there is no better sales 
sour only opportunity te have your pr wduets aid than consistent advertising in Purchasing 
considered Make the ost of that opportunity! “i, azine Get full details. Write Purchasing. 

»> the PL A. in his ‘ > bast t2nd St... New York 17. N.Y. Offices in 
( whom Cleveland. Dallas, Los Angeles 


A CONOVER-MAST 
PUBLICATION 


THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 
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CS the Copay Chasers 


x 


Small Ads Get Read... and Get Action 


ITTLE DAVID was small, but oh, 
my! 

Changed “cold feet” to “warm feet” 
in headline increased 
327%! 

From a $60 ad in 1946 to $150,000 


in sales in 1948! 


inquiries 


Want to back up the booby-wagon 
now or want to stick around awhile 
and let us rave on the subject of small 
space in general, and small ads in 
business papers in particular? 

Anybody left in the house? Okay 
As Milton Berle so often says, “Thank 
you, Mother.” 


First Stop—Newspapers 


And first place to start—with the 
pregnant question, “Do people read 
small ads?” In answer thereof, the 
Bureau of Advertising of the Ameri 
can Newspaper Publishers Associa- 
tion spent some six years or more of 


fact-finding. General conclusions: 


{n amazingly large percent 
age of the readers of any news 
paper do read the small ads 

when they're well prepared 

{ind where small space ads 
are run continuously and with 
high frequency, the number of 
reader im pressions the in 
dispensable first step toward 
sales multiplies rapidly in 


proportion lo the cost 


Thumbing through one of the Bu 
reau'’s booklets on this hot subject, we 
noted a little Land-O-Lakes Butter ad 
read by 31% 
of the women, 32°) of the men. We 
find Wheaties, with about the 


wrapping up +3 


(67 lines x 2 cols) beir y 


same 
of the 
Ex-Lax, 
again about the same size, with 38° 
of the females, 21% of the males. Lip 
ton’s Tea gets 20% of the gals, 6% of 
the mer 
These are just a few to kind of give 
you the feel of this thing 


size unit 


women, 45‘ of the men 


Readership 
figures alone, we realize, don’t mean 
Nevertheless, they do nail 
lown the biggest question, * Do people 


too much 


read small ads Yes. they most cer 


fainiy do 


If thev read then ind the advertiser 
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4 
From ec’ 
ordinary — 


xative whee 
Use a directed 


Eno Salts 


knows what he’s trying to get done, 
and goes about his job sensibly 
then small ads must get action. Yes? 
Leave us look and see. 

For the past six or seven years the 
Bureau of Advertising, as you prob 


published ‘The Blue 


histories of 


ably know, 
Book.” containing case 
successful newspaper campaigns. A 
healthy share of these were small space 
jobs. Fr’ instance. . . 

Eno Salts used 
ported by 28 and 14-line units two or 
three times a week for 39 weeks of the 
year Results 
where the campaiga was concentrated 
ranged from 5 to 60%. 


volume held up to record °46 level 


75-line copy, sup 


local gains in markets 
national 


despite a smaller appropriation. The 
little 14-line ads are especially worth 
remember 


noting as to technique 


that’s just a 1 x 2” area. 

There's a little line spot in each, a 
white on black headline—‘Feel Up 
set?’ *‘Headachy ?”—“Sour Stom 


“* Morning After’ Blues?” 
Then just five short lines of copy with 


ach?” 


every word carefully measured, and 

the standard sign-off. “Take Eno! 
From the 

the customer's complaint and then pre 


analysis of diagnosing 
scribing the remedy, the formula is 
just as invaluable to any small space 
advertiser in the business press 
Here's another cas« \erowax 59 


line copy run once a week. Results 


dollar sales increased at approximately 
> times the rate of increase for the 
floor wax business as a whole. Other 
And, look 


50 lines is actually less than a sixth 


distribution benefits, too. 


page in a standard size business paper 
The little ads, themselves, play a fa 
miliar tune—savings. Read that typ 
it al ad below 

Price is on a big black arrow point 


ing to a cut of the Aerowax can. Sharp 








NO RUBBING 


AEKROWAX 


makes house money 
go further! 


SAVES 4c 
a pint / 


Just spread 
it on ~ Dries 
to a shine! 

















Aerowax 











Preston St. Pretz 


el Bender says, 


“For a drink with 





~ / 
\6NT iT BETTER To Bey THE BEST: 


Ginger Mint 


ind layout for bus 


sers t certam pr xducts 


es, especi ally smaller 


files 


re peat 
d other 


d bolts : 


shi Wilkins 
series in 
lrequency 0 
member 
y wher 
They 
but do 
lo 


uc 
I 


é 


py re 


' 
ouch they i 


{ rr sure 
illustrat 


Wil 
lkins finish 


ca 


; 


\ 











John Dawson’ 
has switched to 
Calvert because 
Calvert Whiskey 
is smoother. 








stham. N 


« BLENDED WHISKEY 


Grain Neutral Spirits 
rp.. New York City 


. Washing 
Calvert Reser 
86 8 Proof -65% 


Calvert Distillers C 





Calvert 


neat 


but 


; You'll GETA 
(KICK OUTOF 


* WILKINS/_ 
| 


‘Sian 





Wilkins 


vi bout small space Copy 
you meet up with the folks that started 
the little testim« 
Yes, 


ure talking 
a new fad nial fror 
the 


vert, 


we mean Cal 


the 


non-celebrity 
swite he rot 


d 


of course 


series starte 


tiny 
Dawsor 


that 


ile : 
are pl g 
thinking 


of these 


the 
What 


sper 
: 
inal 


i ubled the size 


] 


wil 


W hat About Small S pace 
In Business Papers? 


t all this is true. he 


tlhka 


ittle ads 
the 


space 


whi 


the 
} 


usi 


nly use 


pea rice 
rs seem to be guys 


H 


who can't afford large “ 
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2 per year for 2 years in 2 years... 





2 years ago PHYSICS TODAY published its first issue. 
That was in May, 1948. 2 awards were received, in Industrial 
Marketing's 11th annual competition, after only eight issues 
had appeared! Both were awards of merit, one for outstanding 
single article, another for editorial approach. 2 awards were 
received this year. One is a first prize plaque for graphic 
presentation, the other an award of merit for outstanding 
single article. 2 years running, PHYSICS TODAY has won in 
competition with leading class, institutional, and prof | 
magazines in the country 


PHYSICISTS NEED THE BEST... 


Do they know your product! 











Physics research is big business. Many millions 
per year are spent for, by, and on the advice 
of physicists. You reach more of them directly 
in PHYSICS TODAY, official magazine of the 
American Institute of Physics, than in any other 
physics magazine in the world. 


Advertise in 


Physics Today is published by the American Institute of Physics, Incorporated. 
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Beat ; > wo Cost HYDRAULIC 
ean ) SPEEDS LOADI 


Oey © ou employers 
hove te wath to gat 2 Gwe of 
one Moe mary mee 
fay hey pawse ‘or Res 
crehment! Are ma? foes 
( om you © tent men Nour! 

YOULL seve time sad money by gening 1 BI The SEEBOE [oercy Servey 
Blew Kans lneutated Buiidiag Scsoderd pre 
assembled panels are complete sand _ 
one op They ove sien e te erect. easy te mei } ¢ ' One end of this 
7, can miler € of mored to @ tw { 
ae on | Self - Leveling 


etpension oceds 
} kw Se» y Ramp ts hinged to 
em + PACTORY memaTE® 7) iil! loading dock. Oth- 





au 
wera cosT + o comnts . 
rae eesesvann x were senvece o ond a incus 
to truck bed lnvel 


USE FOR ANT PURPOSE— Scores. Markers. Ge HE + HW" by hydraulic pow- 
reges, Ges Stations, Offices, Factores, Ware | , “e 6 | cylinder 
howses, Schools, Theseres, Farm Butidings, EE - wt yd “ 

hundreds of other uses i iil installed. Simple 

, ° © operate, Cots 

loading unloading 

j costs up to 354. 

SwmeoK COmPamT + Glee Bote Pa . Standard sizes, 

a ot ee | Cf available, carly 

eeeeeeeeeeeeeees 

wemeet Compan) (sm fm SURE SOY 

om 1 








Mognavos vras 








*& Illustravox Sunroc *%Globe Hoist 
opener tosses out a prime benefit to 


uch small space in business Don't you agree that most small 
Too few little ads ever get 


oks as though the advertiser space in industrial and trade media the buyer. 
pave the magazine a plate 25 years age uppears awfully tired—and as if no this far 
ust told them to run it and run body cared Sunroc Ci Tees off with a good 
It would be dirty pool to pick on question in this sixth “How much 
particular advertisers because does a drink of water cost? We'd say 
they're so many of them. Little frac that’s a stopper for a water cooler ad 
tional units loused up with reverse Small illustration, fair amount of copy 
: I 

plates (plenty of this stuff!) usu selling a sound idea the Sunro« 
illy nothing more than product name Efficiency Survev. oupon for easy 

company and address. Sometimes a access to all the facts 


ywoduct picture squeezed in Sore 
y * Globe Hoist Co Right on the 
times a lot of them especially if the . . : 
button Hydraulic Ramp Speeds 
dvertiser makes screens or stampings, j : 
oadir 


r hooks, and stuff like 


} 
what can we do about all 


Somehow in less than 10 
square inches we find a good litth 
halftone photo plus three drawings of 
ramp up. out of the wav: 1 my dowt 
first step, let's sneak up on with truck in position; truck on its 
ope who do a pretty fai job wavy and ramp back where it belongs 
ow quarters Copy tells. “Here is how.” Very defi 


‘ ee nitely an OK AS INSERTED to Arcus 
} Globe Hoist 


Makes sound projectors Lewy, ad manager at 
This littl 1/6 page, rhledetpaie 
a dark picture Globe Automatic Sprinkler Co 

d, “Ilustravox Sometimes the power of a good slogan 
than 3 min s enough to justify a little ad. This 
s especially one is a dilly Firemen every It 
this head is There's a “firemen” illustration 
ine | panel right fron < te ore of text but « help 
By mee ' his _ tight in one _ Glob most doesn't need them! 
act paras We'd say an OK ee run this ad in a quarter 
INSERTED to Hunter Henpet ‘ ' ve ind double the fre 

Ine ivertising, Chicago quency good effect 


GLOBE AUTOMATIC SPRINKLER CO 
. cmc aco ’ 


new ou AOE Pee 


half-column 3 vit ‘ er ire two litth 


series, handled 


THEY PAY FOR THEMSELVES ust i + Cost of §= testimonial ads of 
ells ssembled panel t ' md mighty gooc 
an. Here 
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Flow Chart of ludustriial Buying 


vil 7 RON 


8. In the following three charts, we have listed progressive stages in the development of a purchase. 
These are listed at the left margin. Across the top are listed the various management functions in 


most manufacturing plants. 


We need to know—for your organization—which individuals play more than just an occasional role 
in one or more of these purchasing phases. Check marks in the appropriate boxes will give us this 
information. Please check under more than one management heading where more than one is 


involved in any indicated purchasing phase. 


Please check in the column headed “vourseLr” regardless of whether or not vou have already 
checked another column to represent your participation in that phase of a purchase. In other words, 
if your function is research, you would check under both “Research” and “YOURSEL®™ any purchasing 


step in which you usually participate 


FUNCTIONS OF INDIVIDUALS PARTICIPATING 
IN INDICATED PHASES OF PURCHASING ——> 


PURCHASES OF MATERIALS 
Motive Whe is mow likely to initiate projects leading to pur 
chase of material 
A. Te take advantage of « price differential? ee 
B. For change in characteristics of an established prod 


uct 
‘ As the result of a -hange in production process” 


D. Fer production of a new product’ 
Kind of 2. Who surveys alternatives and determines hind ‘not 
Material make) of material to be used? 
Who sets up specifications and standards to be met by 
the material _ °° e° 
Make or Who surveys available makes or suppliers of the spect 
supplier fed kind of material and chooses suppliers from «hom 
to invite bids? eee . . °° 
Whe evaluates the materials offered by suppliers for 


their accord with specifications’ 


Who decides which supplier gets the order? 


N the $40,000,000,000 which it spends each year 

for equipment, materials and parts, industry 
makes no allowance for hunches. Industrial buy- SCIENTIFIC 

ing, like industrial production, proceeds accord- 
ing to a flow chart. AME RICAN 


rx all concerned with the vital function of in- 24 West 40th Street, New York 18, N. Y. 
dustrial marketing. SCIENTIFIC AMERICAN 


offers herewith to submit the results of a compre- To Charles E. Kane, Advertising Manager 


Skit Ss ae arr F , Please send to me a copy of the SCIENTIFIC 
hensive study of this flow chart of industrial buy- AMERICAN study "A Flow Chart of Industrial Buy. | 
ing. ing” upon publication. 


thers unique character of this study (see sample — 
of questionnaire, above) won the collaboration 


» : Title 
of more than 1,250 production managers, chief “ 


engineers. directors of research and key officials Company 
and professionals in every industry. The result is Serect 
an authoritative picture of how your customers do 
. ‘ . tay Zone Mate 
their buying. It is yours for the asking. 
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PUMP NOISE as large as a 4 page. Were shooting 
at 1.6 pages, 1/8 pages, 1/12 and 
* NUISANCE & smaller. And that’s tough! 
> Milwaukee Dustless Brush Co 

Here's a two-inches that says what it 
Profits Aod Sales Show increme! > —— savs—“Over Halj of All Top Firms 

Ovegon Grover Gives Cred To Jorn Ne enero rf a t ali of I r 

Frigsdacre Desphey Cases a 


ata FT). omnon ot i. Text Sweeps Cleaner, Faster—Out 
or gealite tusk > me ‘ . . ‘ : ‘ 
ie) SOL . Biegler Come , we hens ° = resuee ' a — . ) b sis rair vy Brushes 3 to ! All 


mort iT | ¥ a Imo 


TD eee ho capudiin, dey ceclees | suGun, itches bullies ches mo : Nails it all down in the headline. too 


Speed Sweep.” That's the head 


Another bitty one. 


eo a mortentine @ _ : , 
fens ond Tam, Schem Oregen, + . " a odtent ome STOP washroom complaints with 
. this Gentle Action Soap.” So few little 

vds even have a verb in the ir head 


Hines 


Meteor Photo Co Just like a 


grocery ad “Meteor & x 10 Glossv 
ee . 
Cet ne ek ont ey pee Photos in lots of 1.000 he each 





oe “ . De Luxe Speedometer & Radio 


(Over Half of Ml Top fi 


Use Speed Sweep 


Sweeps 
Cleaner, 
Faster 


Outlasts Ordinars 
Brushes 3tol 


atch for Big Kwikset Announcement | Watch for Big Kinkset Announcement a ae 
COMING SOON/ COMING SOON/ Milwovkee Dustless Brush Co. 

-¢ a ei ‘.. 530 N. 22d S.. Milwewker 7 
:  oT0r an compo” 


ee roo™ with this 
# Frigidaire . *% Kwikset Gentle Action —- | 











birst, be 
campaign Tite 
ness papers 


cartoon series } : 

no of the Willen HAND saaasa 

labout. We found DETERGENT 

| rt * scattere . 

ee ee eee hrougl irchitectural mags | mscTRONC COnmmot assumes << 
rough dealers) there's a : io tailed nol QUALITY EEPROOUCTION i SS 

f the ‘ itht wi ; ; 

i th equi t \ 

e OK AS INSERTED 


Sc 1ACH 1M LOTS OF 10,000 j 
hath cae em EVER 
beck ond white pints segs PHOTO co. 
SOON Baw cam wi d handlir even, chavches @ erwask 40)! CARMAN BLVD 
Cowen 6 Muhigen 


OR AS INSERTED 1 , IR = ae 


A COMING 











. 4 Awih ; Milwaukee Dustless Brush 
the head rl ° su " nul ¥ ett i i t Pynol 
estior Ins | I We tr lter ar ' Meteor Phot 
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ERY 


1 MACHINERY publishes information for every 
member of metalworking’s inseparable team—for 
the engineers and the production men, for the 
“planners” and the “doers”. MACHINERY thus 
assures coverage of the executives in every phase of 
metalworking who—together—form the plant “buy- 


. . oo 
ing committee. 


? To assure intensive coverage of the volume-buying 
authorities, MACHINERY supplements its paid 
circulation with an additional 18% Directed Dis 
tribution to metalworking executives who are in- 
accessible to salesmen, but who are known to have 
important buying influence. These men must request 
continuance of this service at six-month intervals . . . 
and the latest report shows thet 95.8% of them do! 


Those who do not are, of course, dropped. 


You can reach these volume-buyers with a com- 
3 plete schedule of full pages in MACHINERY for 
only $3240. This rate—$270 per page on a 12-time 
basis—has been maintained since 1946. No other 


publication in the metalworking field offers such 





concentrated coverage of key buying influences at 


such low cost. 


Nt all adda up to- 
MACHINERY 


The Monthly Magazine of Engineering and Production 
In the Manufacture of Metal Products 
148 Lafayette St., New York 13, N. Y. 
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SERVICE 
givd.. Denver - 
Reyr eset ert 
ewe, Soba 


_ R 
LUXE SPEEDOMETE 
a RADIO 


Service This one we like best of all 
In an auto service publication, it 
shows a good-sized container of the 
product, a coupon for ordering, and 
m real headline Why Have Dirty 
11 imds How can you do any better 
th un that 


Pulverizing Machinery Co 
$0) per day more ma 
nachine.” This 
or a small ad, but 


aided 


Littl 


readable wen le 
with tacts 

{ pperwelk 
baby that wi ips up the 


The be 


Take a Tip From 
Consumer Magazines. Too 
The re we 
ippare ! 
most « ail nls 
headline 


Now, without ment 


tiser, let us si 


heavily on the 


ply t 


rround 


For the | Man in 
Daily” 


‘Let aet 
Master” 


we quainted 


Pulverizing Machinery 


‘Stop that drip!” 
“First Aid for 


Feet Hurt?” 


Acid Indigestion” 


“Shave with | Blade for Months!” 


‘Fast Relief 


Bunions! 


(orns 


Sure it's expensive” 


Heading for New York?" 


Cet 13 more miles per gallon 


Callouses 


vour faverite brand of gasoline” 


Sed Days can be Glad Days” 


How I Subdued Wild 


Fiery 


hat does this pro 
thir ess thant 


18 Business Papers Receive 


National Safety Council Awards 


} 


Copperweld 


care in its preparation than your big 
Most of the ads cited 
above have had the hard measure of 


ger space units 


readership or inquiry results laid 
against them, and the advertisers and 
igencies involved know they have to 
sweat them out. Once the right for 
mula is found, however. your ads can 
be repeated or rotates and prefer 
ibly at high frequency 

This isn’t the 
We'll eagle-eve 
' ind report of then ws we find 

mething talkir about If 


you ve ga inv Samples vou re proud 


end of this subject 


emall ads from here 


f. send them alo 


—The Copy Chasers 
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55,943 out of 60,544 Top Production Men 


ahed. jor 


ASKED, THAT IS, FOR INDUSTRIAL EQUIPMENT NEWS 
And that’s where your opportunity comes in 


It is important to you that 55,943 operating, engineering and production men 


in the top plants of every industry requested Industrial Equipment News. 


For the very fact that they asked for it means they are alert men who must know 
“what's new” in industrial equipment. They are on top of their jobs, and intend 


to stay there. 


They are the first to know what a company needs, the final authority in specif y- 
ing exactly what equipment fills that need. They are the real buyers of industrial 


equipment .... the generals in the continuing war on obsolescence. 


Your opportunity comes in the fact that these men look through Industrial 
Equipment News every month, searching for product news and information. Our 
standard one-ninth page has all the impact of much larger space, and the advan- 
tage of being next to editorial. You reach every industry, every month, and you 


reach the top plants, for only $110 to $120. 
That figure of 55,9437 It represents the 92.4% of our 60,544 readers who 


requested Industrial Equipment News. 


Good for Selling because Used for Buying 


FACTS ABOUT READERS—Each issue of Industrial Equip- FACTS ABOUT MEDIUM—Every advertisement in Industrial 
ment News goes to every industry, to 60,544 buyers and specifers. Equipment News is placed adjacent to editorial—factual product 
Of these, 11,202 (1842°%) are top management, most of whom news and information. Latest CCA Statement, dated Feb. 1950, 
came up through production; 23,391 (38.45%) are directly in shows total distribution of 65,170; net controlled 60,544, Surveys 
charge of plant operation; 17,168 (28.22% ) are engineers. 86% indicate 4.5 readers per copy. TEN originated product news and 
of the plants reached are rated at $100,000 and over; 55.7% at information publishing. It continues to lead its field and to 
$1,000,000 and over. More than 92% of these readers have re carry the advertising of more manufacturers than any other 
quested IEN. Verifications of readership indicate that 96.3% publication of «*milar service or distribution, For full informa 
use it for finding and buying what they need tion, send for The [EN Plan 


Controlled circulation 60,544 65.170 Total Distribution 


Details? Send for The IEN Plan 
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INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 


THOMAS PUBLISHING COMPANY, 461 EIGHTH AVE., NEW YORK I, N. Y. 
Boston - Chicage - Cleveland - Detroit - be fpate - Philadelphia - Pittuburgh 


ee veers Aq 
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This new Cincinnati Milling Machine, No. 3MI, was 
designed around numerous tomatic features in 
the interests of operator convenience and safety 
These features include sixteen spindle speeds and 
sixteen feeds selected from 

directional controls, power 


push buttons and electrical 


iting controls duplicated 
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Flip a switch on any electrically operated product and the product 
springs into action becomes functional, modern 

Automatic operation—which means electrical operation—doesn't happen of itself. 
It must be engineered into the product 

That's the niche of ELECTRICAL MANUFACTURING in industrial publishing. 

It is the basic plank of the editorial platform of ELECTRICAL MANUFACTURING, 
a program which provides the technical “know-how” that is constantly 
sought by alert engineers and designers of all electrically operated machines, 
appliances and equipment 

ELECTRICAL MANUFACTURING deals with all phases of product development 
from the drawing board stage to final fabrication. Major emphasis 
is focused on electrical design and its related mechanical problems. That is where 
design progress is swiftest . . . where even the best informed engineers must 
keep themselves currently up to date on new techniques and new 
application opportunities 


ELECTRICAL MANUFACTURING has a wide following among key product 


development personnel in 8668 manufacturing plants. These men are responsible 


for the engineering and design of over 1800 products and they specify 
the parts, materials and equipment which become 
integrated elements of finished products 
Advertisers get maximum coverage 
of a particular market, one that 
is served exclusively only 
by ELECTRICA! 


MANUFACTURING 


THE GAGE PUBLISHING COMPANY 
Publishers to Industry Since 1892 
1250 SIXTH AVENUE @ NEW YORK 20, N. Y 
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This new 20-page McGraw 
Hill booklet will help you 
get the answers to 


@ Con I hit my markets with 
business magazines? 
Do they go to the people | 
have to sell? 
Are business magarines 
really read? 
Will advertising in business 


magazines pay off for me? 


your 
McGRAW-HILL 
MAN 


for your copy of “Mechaniziag Your 
Sales «ith Evsiness Paper Ad -ertuing™ 


McGRAW-HILL 
PUBLICATIONS 


“| 


Make Ad Budgets Stick 


> 
Continued from page 39) 


we want in number and in type? 


}. What additional dealers do we 


,? 


want—-in number and in type 

1. What new markets do we pro 
pose to develop in type and in geo 
graphical location ? 

And when we have that in front of 
us, what are our specif objectives ? 

| will give you one quick case his 
tory to show vou the difference be 
tween easy generalities and spec if 
objectives. A division making a line of 
ndustrial supplies answered that their 
objective was very simple. They want- 
ed to increase their sales volume from 
$3,000,000 to 383.500.0000, So we went 


| through this process | am describing 


and, by the time we finished a half 
day session, we came out with these 
sper ihn obje tives 

l. Sign up 1.000 more customers. 
2. Train 500 distributors’ salesmen. 


Get 20 more large, direct ac 


i counts 


| think you will agree we now have 

something pretty definite to aim for 

ind a measuring stick for checking 
up later on 

Furthermore, now and only nou 

e ready to discuss how advertis 

ing can help bere ause only now ce we 

know exactly what we want to accom 

plish And that is step three of our 


four-step program: agreement on spe 


| cihe pron otional objectives, based on 


known sales objectives. What can we 
logically expect advertising to do to 
accomplish those objectives with our 
salesmen, our distributors, our dis 
tributor salesmen, our dealers, our 
consumers and our competition? 
When we get that down and agreed 
then we can agree on sper ihe pro 
onal objectives. Again | want to 
i yuick example from a 


durable goods product di 
onal obje tives 


sold on met 

ehind product 

ntial outlets with 
tram hise 

duce effective demonstration 

ur salesmen, distribu 
dealers 

ripe statement of pul 

by division manag 

petent advertising 

th conhdence 


i with the »bvious 


details of seeking these objectives 
through 

Determination of themes 

Selection of media 

Calculation of schedules 

Cost estimation of merchandising 
materials 

That is all standard practice to all 
of us. Here. too. we have a chee k list 
to focus our thinking. Note whatever 
program we arrive at and whatever 
its per cent of cost against anticipated 
sales, if we've done our planning sin 
cerely, and the division management 
wants to spend less than our program 
calls for, we are perfectly agreeable. 
We simply ask them to modify their 
promotional objectives, and we'll be 
glad to modify our program accord 
ingly 

We simply hand them the knife and 
ask them to cut their own piece of 
cake. It does not eliminate all argu 
ments, but it does set up a sort of Mar- 
quis of Queensbury set of rules under 
which the two groups of people who 
seem to have separate objectives can 
get together on the same objectives 
and agree on how to accomplish them. 

Step four puts the sugar on the 
cake and gives the whole thing sub 
stance 

There is not much use in establish 
ing a measuring stick if you don’t use 
t. Every three months we review with 
each division management the current 
accomplishment of the agreed sales 
goals and specific promotional objec- 
tives. We reduce the results to writing 
ind put a copy in the hands of every- 
body interested Then everybody 
knows exactly what were shooting 
for. and just how well we're doing. 

Now for the pay off: how well does 
this system work? 

Five years ago we had very few di 
vision managements who felt they 
could afford advertising. Today they 
count on advertising help achieve 


their sales goals 
Five years ago no product division 
budget. Each expenditure was 

ed separately. Today we have 

duct budgets, each of them 


i quarterly tor twe lve months 


ears ago our sales and pro 

objectives were generally un 

1 non-specific sort of way 

thev are clearly thought out. 

stated speciheally in writing each 

three months, and checked up on each 
following three months 
Does the system work 


Ir iw your own clusions 
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POW Epdiroriat 
Va biaga ba Bi 


MERCHANDISING, TRADE 


AND EXPORT PAPERS 

i950 

FIRST AWARD TO * 
HaROwaARe AGE 


Poe Yur BEST sieeve aericve 
PUSLITHED OURIEC THE PERIOD 
Soins Oeckewece 31.9969 

© Tweets 


FOR HARDWARE’S 
FIRST MAGAZINE 


< 
Coapecren ev 
INDUSTRIAL 
MARKETING 


One of its many outstanding 
articles won this award— 


Hundreds like it have made HARDWARE AGE 


America’s No. 1 Merchandising Magazine 


High recognition for editorial ability and accomplishment 
HARDWARE AGE is proud to have earned this Industrial 
Marketing award 


We like to think, too, of the other rewards editorial leadership 
has brought HARDWARE AGE. 


The largest effective trade audience in its field, with 
over 35,400 live, aggressive subscribers from coast to coast 


The only circulation among national hardware trade 
papers built on a wholly voluntary prepaid basis — and 
with the extremely high renewal rate of 78.16 


And finally, the tremendous reader interest and loyalty 
that makes HARDWARE AGE so overwhelmingly first 
choice with advertisers — more than 1700 advertising pages 
ahead of any other merc handising magazine of any kind 
in 1949 better than 2 to 1 leader in the hardware trade 
paper field 


Cope f the winnir artic le Fair Trade available on request 


HAROWAREL 


The Hardware Dealers’ Magazine 


> 








4 Chilton © Publication Charter t 180) Member 


100 EAST 42nd STREET, NEW YORK 17, N. Y. 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 
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Do Southern plants of 
Northern owned companies buy 
their own equipment and supplies? 


Yes... survey shows that 94°, of the orders the orders originate within the Southern plants 
SOUTHERN POWER and INDUSTRY 


are placed in the South. This emphasizes 
concentrates editorially on production methods, 


the need of intensive Southern and South- : $i: 
' equipment and supplies of specific interest to the 
western regional coverage. South and Southwest. It serves top engineering 
and management in over 10,000 industrial, utility 

Here was a question that had been batted about 
for vears lo settle it “ | iil RN P« wi k 
and INDUSTRY put it point blank to principal 


and large service plants 
As the only publication in its field edited ex 


pressly for this area, S.P.1. naturally has wider 


engineers and executives in 230 Southern and 


readership and is more influential at the point of 


Sout! t »| s of Nort ’ 
. western plants of ‘Northern parentage purchase. It is your best medium for selling 


\s it turns out, we find that the lusty off Southern affiliates of Northern companies, as well 


springs do pretty much as they please. They deter is the thousands of native born industries in thir 


mine the need. Thev determine the make. And fast expanding region 


they sign the order 

In the case of equipment and supplies for main 
tenance and operation 94 ot the orders are 4 your Southern ond 
placed by Southern personne! And even in the sales opportunities 


ompilation of ne 
case of purchases tor major plant expansion or — 


t's tre 


new construction, the survey shows that 63 ot 


Southern Power and Industry 


806 Peachtree St., N. E., Atlanta 5, Ga. 


» © 


BOUSTRES © SOUTHERN POWER & INDUSTRY © SOUTHERS AUTOMOTIVE JOURNAL © ELECTRICAL SOUTH © SOUTHERN HARDWARE © SOUTHERN BUILDING SUPPLIES 
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Preview Readership 
of ‘American Builde 


ELES fine of the 
es of the Los A 
National ly 
ation was a 
1 readership st 
of {me 
ich has 


issue 
tudy. wi 
rtising Re 

Il be publishes 

s presented by 


NIAA 


ind 
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NIAA News 


Notional Headquerters, |776 Broodwoy, New York 19, N.Y 


Bennett Chapple Jr.. president 
Bleine G. Wiley, executive secretary 


CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


Study 


' 
r 


ngeles 


t 
is 


dy 


Bennett A 
vice-president, 
Pittsburgh, 


NIAA’s new president, 
Chapple Jr., assistant 
United States Steel Corp., 
receives congratulations from the re- 
tiring president, Bernard Dolan, man- 
sales and advertising, Peter A 
Frasse & Co., New York 


ager, 


May Publish Case History 
Bulletins: Hopper 


Indus 


s committee 


Los ANGELES The National 
Advertiser ssoc ration 
f industrial advertising 

bulletin offer 


trial 


m etiect 


om adver 
resident 


agency 


istrial advertis 
| would be 
NIAA 


mailed to 


members 


But, obviously 
s lor quite a 

"OIMM) watt 
digging 


(Hn 
, 7 . ng and pre 


sample paratory work, and 


ist = (Wwe were 
g came the Ba 
stounding offer 
ssed to top man 
cost to NIAA Mr Hop 
nk (the bulletin 


will be car 
Page 102 


1950 


Future Conventions Will 
Be Held in New York, 
Chicago, Pittsburgh 


was host 


Angeles 
conterence of the 
Advertisers Asso 


Hotel 


orded one 


Anceces Los 
28th 
al Industrial 
eld at the Biltmore 


0 and July 1 


Los 


annual 


June 
and re« 
and profitable 
NIAA 
that 
that 
ast 


mt enthusiastic 


iwentions in the histery of the 


ile it knewn in advance 
tendance would not 


etings he ld 


where 


was 
equal 
in some of the 
members of the asso 
surprisingly 

and the 
all stand 
eded SDO 


numerou i 
was on hand 
ewarding trom 
attendance exce 


slifornia turned on its 


f summer weather, the Los 


hosts 


oved to be pertect 


the opinion ot 


pregram in 


of the finest in the long 


one 
of NLAA 
em A 
sident of 


Corp., Pittsburg! 


Chapple Ir assistant 
L nited 
was formally elected 
his 


succeeding 


of sales 


State Steel 


vice-pre 


nomimatan 
Ber 


ent, following 


ew 


pore sident 


exactly 4 years 


father, Bennett S. ¢ happle 
while director of ad 
relations ot the 


Middletown 


eld the post 
ind public 


can Rolling Mill Co 


ets ofl the a> 
Angeles are as 
Charles W 


r in charge 


ocration 
follows 
iret 

»> the manage 
and ales 
York 


ippomtment 


promotion 


currently 


residents bd 
adve rising 
Angeles 
Nickel 


Be suchamp Ir 
Wells Co., Los 
ind James Inte 


inada, Toronto 


ward | 
Lane 


Totton 


engineer 


rnational 


Ca. of ( Canada 


Re-eles presidents H. James 


ted vice 
dept Ea<tmat 
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‘ y und J. F Tofte Says NIAA to Supply tising. Thus it was evident that the prob 


unager. Black lem is to integrate this subject with 

on, Me Ad Courses to Colleges courses in general advertising now be 

Los Anceres—A. R. Tofte, advertis ing taught. The professors of advertis 

ng manager. Allis-Chalmers Mfg. Co ing in the schools of business are en 

Milwaukee vitlined a remarkable de thusiastie in their desire to give the 

velopment in the educational field at subject representation, and are eaget 
National Industrial Advertisers As to have material bearing upon it 


ation onterence The committee under Mr. Tofte’s di 


As head of the college cooperatior rection has new completed a series of 
i t 


f NIAA, he reported on the lectures, each covering about one hour 
material for a lecture und dealing with all phases of indus 

ial advertising to le trial advertising. They are to be pro 

ind universities having essed and delivered to the chapters, with 
siness and advertising the idea that chapter members in each 
area where schools of business are im 

said that a survey by his operation will present them to classes 
ong colleges having in advertising 


siness showed that only The project was received with great 


irses in industrial adver enthusiasm 


THE annual banquet and presidents’ ball ended NIAA's 28th conference. Enjoy- 

ing entertainment and dancing in the Biltmore Bow! were (from left) Arthur Koeh- 

ler, Frank Adam Electric Co., St. Louis, Mo.; John O. Pitt, Canadian Fairbanks 

Morse Co., Ltd.;: R. Harold Smyth, Dominion Rubber Co., Mrs. Frank Wright; 
Frank Wright, Cockfield Brown & Co., all of Montreal 


NIAA DIRECTORS MEETING got off to a fast start by deciding on Chicago 

as the convention site in 1952 and Pittsburgh in 1953. Standing (from left): Leslie 

E. Claxton, general chairman of the convention; Calvert Haws, program chairman; 

Bernard Dolan, NIAA president; Ed Beauchamp, Los Angeles chapter president; 

Blaine G. Wiley, NIAA executive secretary, and M. R. Klitten, convention promotion 
chairman 
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PLAQUES FOR WINNING entries in Industrial Market- Electrical Merchandising; John J. Hoffman, Chain Store 
ing’s annual competition for editorial excellence were pre- Age; B. P. Mast, Mill & Factory; Mr. Marsteller; H. J. Mat- 
sented by William A. Marsteller, vice president, Rockwell thias, Factory Management & Maintenance; M. D. Pugh, 


Mfg. Co., one of the judges, at the National Industrial Ad 
vertisers Association’s annual conference. Editors or their 
representatives, receiving plaques (from left): Larry Jackson, 
Hardware Age; George Hook, Iron Age; Clotide G. Taylor, 


Physics Today; 


Bigness Not Badness and its ability to make final decisions 
: n as to government policies, must be sold 
in Business: Peterson the basic reasons for the success of the 
Los AnceLtes—T. S. Peterson, presi American economy 
dent. Standard Oil Co.. of California Government, he said, is contending 
delivered the keynote address at the that bigness in business is synonymous 
opening luncheon session, discussing the with badness, and he insisted that to 
problem of management because of the days’s large scale industrial operations, 
efforts of government and labor to take so important in war time, are equally 
over some of its perogatives mportant in maintaining and improv 
He pointed out that modern business ng the standard of living of the whole 
nanagement is responsible not on 0 wople. It is the job of industrial ad 
stockholders, but also to workers, « vertising people to include public rela 


tomers, suppliers and the general pub tions work in their objectives, to assure 
lic. The public, because of its freedom the maintenance of the kind of economy 


of choice as to what and where it buys that has made America great 


THE PUTMAN AWARD went to Frank G. Hough Co., Libertyville, Ill. Giving 
and receiving congratulations at the presentation were (from left) John Vaaler, 
Putman Publishing Co.; Russell L. Putman, president, Putman Publishing Co.; 
Raymond P. Wiggers, advertising manager, Frank G. Hough Co.; and Ervin R 
Abramson, Ervin R. Abramson Advertising, Milwaukee agency for Hough. 


| 


Richard Stockwell, Aviation Operations, 
Fritz Goodwin, Architectural Forum; and J. W. Bannister, 


Interiors. 


Frank G. Hough Co. Wins 


Annual Putman Award 


Los Anceces—Winners of the Put 
man awards for the best documentation 
of industrial advertising success, estab 
lished by the Putman Publishing Co 
were announced at the Friday luncheon 
by Col. Russell L. Putman, president 
of the company 

The first prize award of $1,000 in 
cash and a citation went to Raymond 
P. Wiggers, advertising manager, Frank 
G. Hough Co., Libertyville, IL. A check 
for $500 and a citation went to Ervin R 
Abramson,, Ervin R. Abramson Adver 
tising Milwaukee the company’s 
agency 

Second prize of $500 and a citation 
was awarded to Theodore Marvin, di 
rector of advertising Hercules Powder 
Co., Wilmington, Del Walter Morris 
account executive, Fuller & Smith & 
Ross, New York, the Hercules agency, 
won a citation 

The third prize award of a_ citation 
was won by Ernest R. Peabody, presi 
dent, Peabody Engineering Co.. New 
York. Richard D. LaFond, president, 
Richard D. LaFond, Advertising, New 
York, the company’s agency, was given 
a citation 

In announcing the awards, Col. Put 
man said that holding and enlarging 
the place of industrial advertising will 
depend on demonstrating to top man 
agement the role that it can play in the 
whole scheme of marketing 

A booklet containing summaries of 
the ten top entries in the 1950 com 
petition will be printed and made avail 


able for distribution early this fall 
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No Third World War Now, 


Dexter Keezer Predicts 
Los Anceres—A_ highly 
on of the | 


of the possibility 


signiticant 
outlook, in 
of world con 
rowing o o } Korean situa 
tien, was given by Dexter Keezer, Me 
Craw-Hill economist, whe was moder 
ator of a panel of business editors at the 
NIAA conferen 
Mr. Keezer predict 
Hl » 


outbreak, for the reason that re hee 


that World War 


1 not develop from the Vorean 


lieves Russia is too weak industrially to 


want to en 1» new conflict. How 


gage in ¢ 
ever, he pointed out that at present 
Russia is gaining in the race for indus 
trial supremacy and warned against 
the curren 
duced 


plant and equipment 


trends in the direction of re 


nvestment n new ndustrial 
(Assuming that war and military re 
juirements do not take precedent im the 
economic situ usiness should be 
extremely goa I said. But the tact 
that industrial ivestment dropped in 
1949 fror its 1948 peak and 


decline 


is con 
a nega 
of the coun 
standpoint both of pre 


ar and rovement of 


living 
that lustrial 


d 
i bigg d better job 


irge ver 
for m 
a rela 
expedi 
of es 
Ls al use 


of other 


STRAW hats for the men, flower leis 
for the ladies, at NIAA’s Wednesday 
evening get-acquainted banquet 

< 
McGraw-Hill Publishes 
Convention Daily 
A new and valued service for men 
bers attending the Los Angeles confer 
NIAA was a mvention 
MeGraw-Hill 


ned program 


ot the 


published by the 


and con 
irrange¢ 


Los An 


Mi 


Marg 
iw-H 


Paciti ast MeGr 
eau, was news editor 


MeGraw-Hill sales 


was if irg 
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competition 


¢ 3 


SCREEN STAR Ann Sheridan convinces NIAA executive secretary Blaine G. 


Wiley that Los Angeles is a fine convention town 


Assisting Miss Sheridan are 


Mr. and Mrs. Ed Beauchamp (standing at left) and R. Calvert Haws (background), 
all of Los Angeles 


Pittsburgh, Cincinnati 
Win McGraw-Hill Awards 


Los ANGELES The annual MeGraw 


Hill awards for chapter activities, an 
nounced at the NIAA 
Nelson Bond, vice-president in charge 
of advertising of MeGraw-Hill Publish 


Co. went to the 


conterence by 


Pittsburgh and 


Cincinnati chapters 
The Industrial Advertising Council 


of Pittsburgh won the first 


award of 


$1,000 for its industrial exposition, the 


purpose of which has been to sell the 
value if industrial advertising to man 
agement 

The second award of $500 went to the 


Advertising Ass 


full-day forum for indus 


Cincinnati Industrial 

m tor its 
trial advertisers and marketers in its 
irea, providing a demonstration to man 
wwement of the value of advertising and 


promotion t ndustry 


Textile World Wins NIAA Award 
Textile W orld, New York, represented 
by William Buxman, received the first 
award in the 
NIAA 


dea, sponsored by the St 


mpetition for the best 
publishers presentation This 
Louis chapter 
several year igo, is now used by 80 
publication 

Honorable mentions in this 
to Diesel Progress 

News and Eaca 

awards were pre 
Oakleigh 


St. Louis 


vear s 


went 


Bayer 


More Conference Report 
Vews, pages 128-130 


Canada, United States 
Both Partners and 
Competitors: Barrett 


Los Anceces-—There is a vital need 
re economic cooperation between 
United States and Canada, O. H. Bat 
rett. assistant to the Good 
vear Tire and Rubber Co. of Canada 
told members of NIAA 

subject The Vital 
Barrett said that 


for mo 


president 


Speaking on the 
Partnership Mr 
than 70 f Canadas imports 

1949 were from the United 


$2 billion 


there 

during 
This amounted to 
In its 


States 
economic relationship with 
Canada, United States is both a partner 
Barrett said “You 


invest 


ind competitor 
ind your countrymen have an 
ment of $7 million in Canadian industry 
In Canada you will find more than 2,000 
branch plants of [ S. companies 
Your money is to a large extent responsi 
ble for the development of many of 
Canada’s natural resources 

However, the United States also 
takes money out of Canada because we 
have consistently bought 


more goods 


from you than you have from us. This 
has caused a serious shortage of Ameri 
can dollars in Canada. As a result, in 
obliged to 
Canadian dollar by 10 


This action, plus cooperative 


1947 our government was 
levalue the 
steps 
taken by your government in lowering 


tariffs is gradually improving the situa 
tion. It has been possible to modify or 
eliminate a number of the Canadian re 
With these 
is my belief that a greater opportunity 


for Ame 


today than ever betore 


trictions improvements, i 


rican business im Canada exists 





1. A GET-ACQUAINTED dinner started the National In 2 
dustrial Advertisers Association's annual conference and 
featured such Hollywood names as Ann Sheridan and Art 
Baker. Among the conventioners (from left) were Jeane D 
Swirles, LaCrescenta, Cal.; Mr. and Mrs. Donald T. Fowler, 
Huntington Park, Cal.; Mr. and Mrs. Robert E. Jones, T. L 
Van Law, Larry D. Miller and Jack Tobin, all of Los Angeles 


George T. Hook, The Iron Age, New York; Mrs. J. S 
Hildreth, Wynnewood, Pa.; J. O. Pitt, Canadian Fairbanks 
Morse Co., Montreal; O. H. Barrett, Goodyear Tire & Rubber 
Co., Toronto; Bernard L. Herman, Iron Age, Philadelphia; 

Mrs. R. Raymond Kay, Los Angeles 
It was decided and made clear to all 


hapters that these advertisements 


May Publish Bulletins 
Continue jrom page 7 should aveid indirect approaches that 
should talk man to man to top man 


enent about the worthwhile things in 


il advertising can do when intel 


= tly planned to meet speciti sales 
bsatacles 
As ads were submitted, they were pho 
tatted and copies were sent to com 
ttee members for judging. The copies, 
th detailed comments of the members 
channelled to the chairman 
on letermined selection 
sid 
the campaign, ad re 
nailed to the trade 
issociations and pres 


NIAA 


ving large . ipplic s lo 


ng igencies 


cutives in the local area 

Rochester chapter is 
rints monthly to a list 
esidents 


that Penton 


4. Howard N. Williams, Pemco Corp 
man, American Lumber & Treating Co., Chicago; W. R. Mc 
Intyre, Los Angeles; Dave Watson, Modern Railroads, Chi- 
cago; Harvey Conover and B. P. Mast, both of Conover-Mast 
Publications, New York and Chicago 


2. Mrs. Rose Shea, New York; Raymond B. Giles, Pacific 
Engineering Co., San Francisco; Mrs. Fay Keyler, New York; 
Frank Shea, March of Time, New York; Mrs. Phil Williams, 
New York; Fay Keyler, O. S. Tyson Co., Inc., New York; Mrs 
R. B. Giles, San Francisco; Bernard N. DeRochie, Jr., Western 
Machinery and Steel World, San Francisco 


Baltimore; R. B. Put- 


1. To develop the industrial advertis 
ng man’s faith in the stature of his job. 

2. To help him work out, with his 
sales executives, chores for advertising 

3. To help him sell his worthwhile 
»bjectives to his management 

4. To help him improve his adver 
tising techniques 

». To help him demonstrate how re 
sults of his advertising match the pre- 
determined and agreed-upon objectives 

After Mr. Hopper’s report William 
K. Beard 


Business 


president of the Associated 


Publications, presided at a 
panel of industrial advertising men who 
discussion of “Getting 


Many of 


are reported in the main 


continued — the 
Management on Your Team 
thre r comments 
section of this issue of IM 
Edward Beauchamp, Jr.. advertising 


neer, Lane Wells Co Angeles 


emphasized the importance of planning 


eng 
ihead and management okay 
long range ograms. J. F. Apsey, Jr 
Black & Deck: ».. Towson, Md., said 
that mstead of inning competitive ad 
1 basi 

ind advan 

lustry. He 

good com 
un the ads 
fitable and 
ot the 
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NIAA Board to Act on Plans 
for Expanding Ad Research 


Los AnceL_es—Several concrete plans 
for extending the influence and activity 
of the National Industrial Advertisers 
Association were presented at the an 
nual NIAA conference 

Final action on the plans will be de 
cided by the board of directors at its 
meeting in September 

Most favorably received was the Roch 
ester chapter's plan, which was outlined 


by H Eastman Kodak 


Lo Rochester, vice president 


James Christy 
NIAA 
chapter past president and chairman of 
NIAA’s policy and planning committee 
Pointing out that much research done 
by publishers has poor acceptance on 
the part of advertisers and agencies, be 


cause of small samples, faulty tech 


niques, inconclusive results or bias in 
interpreting the findings, he said that 
it is now proposed that the NIAA estab 
lish a program of screening research 
projects and directing effort in this field 
into “problem areas” developed through 
questionnaires to be distributed to NIAA 
members 


In this way. he 


suggested, publishers 
advertisers and agencies will be aware 
of those areas of advertising and mar 
keting which need additional research 
through 


and will be abl advance 


screening of their opects, to assure 
non-duplication of effort and the de 
velopment of authenticated facts which 
will have general acceptance and value 
for the whole field 

Kansas City 
chapter was described in a printed fold 


NIAA 


A plan proposed by the 


er mailed by the chapter to al 


members shortly before the conference 
The plan calls for increasing NIAA 
membership dues $10 a year (doubling 
present dues) and inaugurating sustain- 
ing memberships at $100 a year for com 
panies, publishers, printers and other 
suppliers. 

The chapter believes that for this in 
crease in outlay, NIAA could operate 
an advertising research staff at New 
York headquarters, a research library 
an “advertising evaluation staff” that 
would “evaluate” 
NIAA member, and an employment cen 


campaigns of any 


ter, among other things 


Industrial Press, Traffic 
Service Create New Awards 


Los Ance.es—Two new awards to be 
administered by the NIAA 
nounced at the Los Angeles conference 

The Traffic Service Corp., publisher 
of Traffic World and 
Supply News, through Emil G. Stanley 


were an 


7 ransportation 


vice-president and secretary, announced 
that two prizes of $500 and $250 will 
be awarded each year for the best chap 
ter publications, from the standpoint of 
their accomplishments in stimulating 
chapter activities and expanding mem 
bership 

Industrial Press, New York, pub 
lisher of Machinery and Heating & 
Ventilating, announced through R. B 
Luchars establishment 
of an annual award of $1,000 for the 


president, the 
best presentation to management of 
plans for an advertising campaign, em 
phasizing the reasons for the use of ad 


vertising to supplement the activities 


of the sales department 


‘American Builder’ 


Continued from page 9.) 


from 76% to 48%, thus ranking well 
ahead of the best read editorial features. 
Sixteen of the top rated advertisements 
while four 
were two-page spreads. Nine of the 
leaders were black and white, and 11 
appeared in color. Seven of the leaders 
ran in the last half of the publication, 
that is, beyond Page 160, a strong in 
dication that reader interest in advertis 
ing carries through the entire publica 


were full-page displays, 


tion 

The highest score of any advertise 
ment in the publication was that of the 
Andersen “Windowalls.” which rated 
76 readership. Second was that of 
Skilsaw, which had 68 
while the best ad in the structural ma 
terials group was that of Formica, with 


readership, 


a readership score of 64° 


Readership scores for {merican 
Builde ', Mr 


well ahead of those 


Apsey pointed out, ran 
recorded in the 
study on Automotive Industries, which 
ers an industrial plant group 
Two other studies which have been 
made by the ARF under the auspices 
of the (ssociated Publica 


tions, which thus far has spent $125,000 


Busine ss 


in the project of providing readership 
advertisers and agen 


{merican Ma 


information tor 
cies, have been made on 
chinist and Chemical Engineering, Me 
Graw-Hill public ations 

Reports on these studies will be pub 
intervals following 
{merican Build 


lished at six-week 
the public ations of the 


er study in August 


HOLLYWOOD STARLETS Dorothy Adamson and Bebe 
Berto journeyed to Riverside, California to accompany the 
NIAA special train into Los Angeles. Left: Leering from 
left to right are Dick Jones, Architectural Forum, New York; 
John Hartman, Sales Management, New York; John Howell, 
Fortune, Cleveland; Frank McDonald, Time, Chicago; Charles 
Ollinger, National Carbon Co., New York; Bob Aitchison, In- 
dustrial Marketing, Chicago; Dick Klein, Modern Machine 
Shop, Cincinnati; Frank Burns, Forbes Magazine, New York 
Miss Adamson, center. At right (standing): Lewis Hastings, 
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Heald Machine Co., Worcester, Mass.; Frank Rice, New 
Equipment Digest, Cleveland; Wm. K. Beard, Associated 
Business Publications, New York; Arthur J. Danley, Four 
Wheel Drive Auto Co., Clintonville, Wisconsin; Jerry Fletch- 
er, The Stanley Works, New Britain, Conn. Seated: Al 
Boulton, Petroleum News, Cleveland; George Hays, Penton 
Publishing Co., Cleveland; J. O. Pitt, Canadian Fairbanks 
Morse, Montreal; Gerald Tessier, James Robertson Co., Mon- 
treal. Center, Bebe Berto 





Dodds, Runk, Horton MARYLAND 
‘ Bal Timor? Thomas F. C. Quinn, NIAA Conference 

Named Chapter Presidents vice-president, VanSant, Dugdale & Co 25 Years Ago 

Cirevetanp—Richard P. Dodds. who Baltimore agency, has been elected pres From the November, 1925 issue of 
was president of the National Industrial ident of the Marylan! Industrial Mark INDUSTRIAL MARKETING 
Advertisers Association in 1940-41 and eters. Other new officers are Howard Bennett Chapple, director of public 
organizer and first president of the Williams, Pemeo Corp., vice-president; ity, American Rolling Mill Co.. Middle 
Youngstown Dis William Engel, Crown Cork & Seal, se« town, O.. was elected president of the 
trict Industria] retary; and L. H. Denton, Baltimore National Industrial Advertisers Associa 


Marketers has Convention Bureau, treasurer tion at its annual conference in Atlantic 


been elected presi: | MONTREAL 
dent of the Indus Montreat — The Technical Advert 
trial Marketers 


Cleveland 
Mr Dodds 


viee- pre sident 


City 


tisers Association of Montreal has 
changed its name to Industrial Adver 
tisers Association of Montreal and has 

elected as its presi 
Lang Fisher dent Gerald H 
Mashower Cleve Tessier advertis 
land gency 


Also elec 
Dodds re Charles 


ing manager 
lames Robertson 
Co 

vice-president, Criswold Mr 
Fshelman Co IMC. vies president 
loughby S. Leech, vice-president, G 
Basford C ecretary-treasuret Brown & Co. Also 
Maynard S. Kearney, associate manager elected were E. i 
entral district, McGraw-Hill Publishing Woodley, Northern 


iM ] fr reste 
: . I tent Tessier Electric Ce 
ess 


ran executive 
Tessier suc 


ceeds Frank 
Wright. Cock field 


president; G. ¢ Bennett Chapple, Sr 
yresiden ; 


BUFFALO Draper, Jr.. Peacock Brothers, secretary History repeated itself June 31, 1950 
Burrato Rey tu oductio ind J. M. Gallagher, J. J. Gallagher & when at another annual conference Mi 
Baldwin Sons, treasures Chapple’s son, Bennett Chapple Jr 
& Mtrach was elected president 

ST. LOUIS NIAA had grown to five chapters and 
St. Louts —L. C. Debrunz, advertising more than 500 members 
manager Wagner Addressing the conference Mr 
Electric Corp., has Chapple urged management to place 
been elected presi the advertising department on a level of 
dent of the Indus importance and authority with the sales 
ire Norman trial Marketing department. He said that advertising 


h Hadley d Club of St. Louis sales promotion and sales should work 


ley Display { Other new of toward the same end. with the same 
ficers are William deals, but that advertising dominated 
H. Pfaff Arthur by the sales department may not have 
R Mogge Inc a chance to do its best work 
president; W Retiring President Julius Holl, ad 
Caruthers, Todd vertising manager, Link-Belt Co. Chi 
Studios, secretary predicted that membership would 


Dobrunz 
i lames W evceed 1.000 in several vears and 


DETROIT “A r, Cupples Hesse Corp., treasurer tribute to Keith J. Evans 
ames af ee ' PITTSBURGH Rverson & Son. Chicage 


f NIAA 
' csTaian MarKkerine 


| 


ve cup te 
waukee mill 
wothe best 


iefeld, advertising and Mil 
i 
nanager Copperweld 


dent; Hugh E. MeDor 


‘ ial advertis nz at the 
0 ice-presi 


convention. MeGraw-Hill Publishing 
Co rded silve cup to Link-Belt 


ertisi 


tock well 


Mun 


campaign 


CHICAGO Cleveland, presente 
) The - . 


Cmmace 


Horton ent ing em ! }. Riemersma, mid 


Wave ‘ ' ‘ lus ther v ttieers ire Vice pres es m ! renu f ! Record 
rtising man cretary-treasure Juer Kenny 
J. R. Armstrong “ing ‘ g Engi 


matrong Advert 


nlve 
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Management men constitute 
50% and purchasing agents 
constitute 50% of the users of 


MacRAE’S BLUE BOOK. 














Purchasing agents comprise 
50.7% of the users of this familiar 
buying guide. The remainder con- 
sists of those whose administrative 
functions also include that of pur- 
chasing and specifying: managers, 
superintendents, presidents, vice- 
presidents, treasurers and _ secre- 
taries, owners, partners, etc. 

Of the users, 77.7% state that 
they and others in their department 
refer to MacRae’s Blue Book “‘fre- 
quently.””. Based upon their needs, 
this may mean several times a day, 
a week, or an hour. 


MacRAE’S BLUE BOOK produces more 





productive inquiries 





Hundreds of comparative records 
prove that, in quality of purchase in- 
quiries — from the most important 
purchasing points in American indus- 
try — MacRae’s Blue Book is undupli- 
cated. Purchasing and specifying 


officials show a decided preference for 
this time-tried source of reliable pur- 
chasing information. This preference 
for MacRae’s Blue Book is reflected in 
the productiveness of the responses 
advertisers receive. 


Advertising in MacRAE'S BLUE BOOK is effective around 





the calendar 





MacRae’s Blue Book is used con- 
stantly throughout the year. When 
each new annual edition is published, 
some used copies are returned to the 
publisher for re-issue to less important 
purchasing points. The great majority 
of copies are passed along by the users 
themselves to subsidiary purchasing or 
specifying offices in their own or 
neighboring plants. Nearly every old 


copy of MacRae’s Blue Book remains 
in use until it begins literally to fall 
apart. 

It is conservatively estimated that 
fully 75,000 copies of MacRae’s Blue 
Book are in use at any one time. 

For 57 years, MacRae’s Blue Book 
has proved to industrial advertisers 
the value of its pages for the presenta- 
tion of their messages. 


MacRAE'S BLUE BOOK 


18 East Huron Street 
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CHICAGO 11, ILLINOIS 








lf you want 
to sell 


COMMERCIAL 
FISHING BOAT 
OPERATORS 














on the 


Atlantic Coast 
Gulf of Mexico 
Great Lakes 


Advertise in 


ATLANTIC 
FISHERMAN 


Give us the opportunity of 


ing you the facts about 
this market, and Atlantic 
Fisherman's infl > with 


>» buyers in this field 


Atlantic Fisherman, Inc. 


Goffstown, N. H. 


New York Representative 
KENNEDY ASSOCIATES 
60 East 420d Street New York i? 
Pact Coest Representetive 
NOURSE ASSOCIATES 


Empire Budding 
Seattle & 


S12 W Seath Street 
Leos Angeles |4 


Member 


Controtied 
Crrcwletron Audet 


Nation! Business 
Publcotons 








How to Advertise 


Continued from page 0 


hardware store 
industrial distribution 
purchasing 

institution. 

“fe hool. 

offic e* 

hospital. 


People may be all alike, but busi 
ness men aren't. The closer vou fit 


your message to ear h types particu 


lar interests. the better chance there 


is your ad will be noticed, read and 


acted upon 


Production Costs 

One of the factors most deterimen 
tal to successful business paper ad 
vertising is the relatively high cost of 
producing a business papet adver 
tisement 

The fact that it costs no less to set 
type. make engravings and mold ele 
trotypes for ads to run in business 
papers than for consumer media 
means that such costs appear alarm 
ingly high in ratio to the cost of the 
space 

A production bill of $500 doesn't 
look so big when the space it will oc 
cupy costs $16,000 (which is the 
price of a black-and-white page in 
Life), but when the same production 
ch ive ™ &s5 trite h as or even ex eeds 
the space charge, the advertiser tends 
to resent the expense and demand 
that production costs be brought “in 
to line 

This usually means either making 
up fewer ads (at regular prices) with 
each built around a message so broad 


that it will do for a great number of 


publications, thus reducing the pro 
duction cost per publication (a strate 
gem which seldom works out to the 
advertiser's advantage, for the rea 
sons just discussed)—or, taking it 
out of the art department 

The costs of mechanical produ 
tion are figured generally from a 
standard scale which does not differ 
entiate among ads according to end 
use: so the only cost left to cut is the 
art department's 

It is unfortunate if the economizing 
has to be done at the point of visuali 
zation, because the average reader 
like the union scale—has pre-estab 
lished standards that should be met 
too. The expensive talent devoted to 
consumer advertising layout, art and 
photography has accustomed the 
average reader (whether he is aware 
of it or not) to some very high stand 
urds—and he cannot be expected not 
to make unfavorable comparisons 
when he encounters a business paper 
advertisement that was produced 
within a restricted budget 

A look through any business mag 
azine will show that the presentation 
of the message often has been forced 
to suffer because so little money ap 
parently has been appropriated for 
art and mechanical production. There 
are many exceptions, to be sure—one 
that comes to mind is the drawings of 
machinery “internals” that illustcate 
lubrication problems in the Socony 
Vacuum series—but ordinarily the 
business paper ad reflects, unmistak 
ably. an effort to keep costs in pro 
portion to the space costs 

This is mostly true of the smaller 


advertisers who—unlike Socony 


Roky on 
> Coreect Lubvucalion 
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* SPEAKING AS ADVERTISING COUNSEL FOR 
BIRD MACHINE COMPANY 
SOUTH WALPOLE, MASSACHUSETTS, FOR 
THE PAST TWENTY-SIX YEARS, I REGARD 
CHEMICAL ENGINEERING as 
VIRTUALLY A CORNERSTONE OF BIRD’S 
GREAT NEW RESEARCH AND DEVELOPMENT 

CENTER ONLY C.£.-FOSTERED SALES GROW™ 
MADE POSSIBLE SUCH A PRACTICAL BRICK AND 

CONCRETE DEMONSTRATION OF FAITH IN THE 
FUTURE OF THE PROCESS INDUSTRIES,” SAYS 
HAROLD BUGBEE_ presivent oF 


WALTER 6 SNOW & STAFF, INC., BOSTON, MASS 











CE. LEADS AT 
EVERY TURN! | 
- » Sa 


"l CE. FIRST IN 
~ ADVERTISING VOLUME / 
C.£. FIRSTIN 
NUMBER OF EDITORS / 
CE. First i 29invePENDENT 
READERSHIP SURVEYS / 
(se agar angen - 





ts 
‘ 

C.E. REACHES MORE 
INDIVIDUALS WITH BUYING 
INFLUENCE AMONG TOP 
MANAGEMENT AND 
PLANT PERSONNEL THAN 
ANY OTHER MAGAZINE 
IN (TS FIELD... AND WE 

CAN PROVE IT / 











a 
MORE THAN 4% OF THE | , 
TOTAL EXPENDITURES OF ALL 
MANUFACTURING INDUSTRIES 
2 1S BEING SPENT BY THE 


CHEMICAL PROCESS 
INDUSTRIES. 











DID YOU KNOW ?. R»MonD 
PULVERIZER DIV, CHICAGO, ILL HAS 
ADVERTISED IN EVERY /SSUE OF 
\ / CHEMICAL ENGINEERING 
FOR MORE THAN BS YEARS / 
o™~ — 
—< SSS AM 
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‘gohomial 


CHEM & MET 


Grow -Hill Publicotion @ 330 West 42nd. Street, New York 18, N.Y 


1o7 





TO CERAMISTS 


VIA 


C.B. 


CERAMIC BULLETIN 


Ceramic Bulletin — read by the men 
C. B. 
the concen- 
trated attention of 5,297 ceramists. 
These men read C. B. to gain knowl- 


who create ceramic business. 


offers the advertiser 


edge of research happenings, proc- 
esses, and methods current in the 


field. 


5297 


CIRCULATION 


By Fields: Refractories, 23°/,; White 
Wares, 22°; Glass, 22° 
& Equipment, 8°; Structural Clay 
Products, 7°/,; Enamels, 10°; Design, 
4°; Educational, 2°; Miscellaneous, 
2%. 

By position: Ceramic Engineers, 
22.1%; Plant Mgrs. and Supt's, 
13.8%; Research Directors, 12.6°,; 
Presidents, 11.1%: Vice-Presidents, 
7,4°,; Chemists, 4.7°/,; Student Engi- 
neers, 16.6°,; All Others, 11.7%. 


.1 Materials 


"Write fer es enalysis of C. B.'s circeletion— 
see exectly whe reeds C. 8 


Ceramic Bulletin 
published by the 
American Ceramic Society 
2525 N. High St.. Columbes 2, Obie 
Dept. C.8. 





Vacuum, for example—have no ex 
periemn with consumegr advertising 
first, how 


much it costs to produce a first-rate 


and no appreciation of, 
consumer, ad and, second, how im- 
portant it is to give the message the 
best possible dramatization 

The figure of speech has been used 
before 


hall and the audience; 


the publication furnishes the 
it's up to the 


vivertiser to put on the show 


Please do not misunderstand me 
the effectiveness of the ad is not in 
direct proportion t the cost of pro 
ducing it 


many expensive ads are 


ill show and no message: many ads 
that cost little are excellent but a 
good piece of copy can easily be 
ruined by an unattractive layout, an 
obviously bad piece of art, a cheap 
photogr aph 


or tasteless typography. 


It All Costs Money 


Good illustration costs money. 
Combi 
The better 


ty pographers charge more. Consumer 


Hand-lettering costs money 


nation plates cost money 


advertisers pay such bills, and busi 
ness advertisers must be reeonciled to 
such charges. It costs more—in terms 
of dollars-per-reader—to skimp. 

Actually, there is only one way to 
beat the problem of production costs, 
and that one way is to make each ad 
so good in conception, in execution 

that it bears repeating, time ajter 
time, wherever ut runs 

The subject of 


repeats was dis 
Chapter X11. To 
make the point again successful ads 
can, and should be repeated 
Corollary: the less stinted in cost 
of production, the more chance the ad 


will be successful 


One more point to be made on the 
subject of production costs as related 
to the advertising plan: since the 
stratezy and the tactics have already 
been worked out in the plan (along 
with prototype ads}, it is possible to 
estimate production costs for a period 
of time in advance. This would not 
be possible—or the estimate wouldn't 
mean anvthing—if it were not known 
what the ads were to look like. Too 
often, | am afraid, a lump sum of 
is pK ked out of the air to 
“take care of 


the art department and 


money 
production costs—and 
production 
department are obliged to stay within 
that figure 

But by planning strategy and ta 


tics in advance, you make it possible 


for the people who have to turn out 
the ads to estimate their cost, and the 
figures for production that go into 
the budget can be nearly as accurate 
as the figures for the space 


Scheduling 


[he plan should include a time- 
table which schedules ad appearances 
for as far into the future as possible. 
For example, if Magazine A is to car 
ry nine pages a year, it can be decided 
that three ads are to used, with each 
appearing three times, and the dates 
for each appearance can be settled 
rules of 


good 


Here are a few 


scheduling 


l. If sales are seasonal, schedule ad 
appearances accordingly, remember 
ing that your “move” on the market 
should be made well in advance of the 
buying season and not just coincident 
with it 


2. December and the 


summer 
months are not as poor months in 
which to advertise as is generally sus- 
per ted. In fact. a McGraw-Hill chart 
of inquiry response for an instrument 
manufacturer showed July to be con- 
sistently the peak of the year, with 
August above average in some years. 
Industrial Equipment News found that 
inquiries in August are about average 

better than September and October 

and that the poorest month is not 
December, which is better than either 
May or June. 

The fact that many advertisers do 
stay out of summer issues means that 
the remaining advertisers have all the 
better opportunity to “take over the 
floor.” 


one ad has a better chance of reader 


Studies have shown that any 


ship in a thin issue than in a thick one 
So vou have a chance of getting more 
for your advertising money in the less 
popular months 

3. Begin a new campaign at the 
start of your selling season (which is 
not necessarily the start of the market's 
buying season}, not in January when 
your new advertising budget year is 
most likely to begin. Most new adver- 
tising campaigns are “kicked off” at 
the start of the new budget vear, but 
most sales campaigns start—with en 
thusiasm the highest—early in the 
fall. The intelligent practice is to co- 
ordinate advertising with the rise of 
sales activity which usually occurs foi 


lowing a vacation period. 


4. Prepare ads as far in advance of 


publication as you feel safe in doing 
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The 
aaweaeal §€§6WHAT DO WE MEAN 


a =, automotive industries?” 


a 
The nation-wide industries that manufacture 
passenger cars, trucks, buses, tractors, gas 
oline, diesel and jet engines, aircraft parts, 


Answer: accessories, automotive materials, supplies 


and production equipment, farm and road 
working equipment, petroleum products, 
automotive shop equipment. 


“AUTOMOBILE” INDUSTRY ONLY A PART 


Often misinterpreted as the “automobile industry,” 
the automotive industries include a much wider in- 
dustrial field than the manufacture of passenger cars, 
a huge segment in itself. Over 4500 automotive man- 
ufacturing plants in 46 States comprise this active 


industrial field. 


BILLION INDUSTRIAL FIELD 


The automotive industries represent America’s No. 1 
industrial market ... the largest consumer of thou- 
sands of products, such as parts, materials, supplies, 
machine tools, plant equipment and services .. . all 
purchased in vast quantities to keep production in 


step with today’s unprecedented demands. 


HOW TO REACH THIS VAST NATION-WIDE MARKET 


AUTOMOTIVE INDUSTRIES is the ONE maga- 
zine that penetrates deeply into the automotive 
manufacturing field, presenting your sales message 
effectively to over 19,000 proved readers . . . the 
design, production, administrative and purchasing 
executives who comprise the buying teams of the 


automotive industries. 


AUTOMOTIVE INDUSTRIES 


Chestnut and 5éth Sts. A CHILTON 
Philadelphia 39, Pa. 


® 


. . the industrial automotive NEWS MAGAIINE 











FIRST 
IN THE 
ELECTRICAL 
FIELD 


66 YEARS OF 
TECHNICAL 
PROGRESS 


ELECTRICAL 
ENGINEERING 


moet THAN 


50,000 


ClRCULATION 


MARKET 
SCOPE 


ELECTRICAL ENGINEER. 
ING Market Scope covers 
every electrical branch 
throughout the various in- 
dustries. More than 50,000 
circulation directed to men 
prominently associated with 
all phases of electrical de- 
velopment and application. 
Because the remarkable 
growth of the electrical in- 
dustry is due largely to the 
collective efforts of its 
readers, and because they 
are responsible for continu 
ing industries’ technical 
progress, ELECTRICAL EN- 
GINEERING readers are 
important factors when buy- 
ing decisions are to be 
made. 

LOWEST COST PAGE RATE 

PER THOUSAND CIRCULATION 

am 


Advertisers and 
Agencies are invited 
te wire or write for 
complete information 


ELECTRICAL 
ENGINEERING 


SUITE 7-8, Lower Level 
500 FIFTH AVENUE 
NEW YORK 18, N. Y. 








so. This gives you a chance to “mer- 
chandise” reprints of your campaign 
to salesmen and distributors well 
ahead of appearance in the maga- 
zines. Nothing makes a salesman feel 
so foolish as to have a customer refer 
to an ad he hasn't vet seen 

>. Allow creative and mechanical 
departments plenty of time. Ten weeks 
is a recommended minimum. That is, 
the copy facts should be in the copy 
writers possession ten weeks before 
the first closing date for preprints. 
This may appear to be a long period, 
but it allows ample time for creative 
thinking, painstaking (and non-over- 
time) production, and unforeseen de 
lavs 

(The curse of the advertising busi 
ness is the word RUSH. From nearly 
twenty years’ experience in the busi 
ness, | can authoritatively say that 
most of the ulcers are caused by other 
people who can’t make up their minds, 
won t look ahead ind then expect un 
reasonable demands to be met ef 
ficiently and economically. The adver 


tising plan and its acceptance by the 


Census: Food Industry 


Continued from page 60) 


pass up a $4 billion market? Probably 
not, although 4,119 other plants in 
these five groups had 1947 shipments 
of $14.342.210.000 

In some instances, distribution of 
food manufacturing pl ants follows the 
general business pattern In others, a 
high degree of concentration prevails. 
The bottled soft drink industry is 
widely diffused. In malt liquors, New 
York. Wisconsin, Pennsylvania, Ohio 
ind Missouri aceount for over one 
half of total production. 

California alone has two-thirds of 
the wine output In the whisky field, 
Kentucky is the leader, but Pennsyl- 
vania. Illinois. Indiana and Maryland 
ire important produc ers. 

Though Wisconsin's supremacy in 
the dairy products field is well known, 
the ramifications of the industry are 
«o numerous that all but a few states 
ire important in some respect. 

( ornia accounts for almost a 
fourth of canned food production 
New York. New Jersey, Pennsylvania 
ind Illinois have another fourth. 

California also produces more than 
1 half of the country’s canned sea 
food 


approving parties would seem to be 
one good remedy—or rather preven- 
tative—for the occupational ailments 
of the advertising profession. ) 

6. Repeat good ads. (See Chapter 
XII.) But despite the Lucky Strike 


experience which showed immediate 


repeats to be less successful than if 


spaced around other ads, it is prob- 
ably better in business papers to sched- 
ule repeats in successive appearances. 
The percentage of readers of a given 
magazine reading the ad on any one 
appearance is generally low. (In fact, 
partial readership by 20% of a busi- 
ness paper's circulation « ould be con- 
sidered quite good.) So you do not 
run as much risk of encountering the 
same people over and over again as 
you would if your scores, like that of 
the Lucky Strike ad, were up around 
60°%. Besides there’s the very prac- 
tical consideration of timeliness in a 
rapidly changing business world: you 
might as well get all the value you 
can out of an ad while it is appro- 
priate 
[To Be Continvuep] 


“ince bakery goods re perishable, 
distribution of plants is in almost ex- 
act ratio to population 

Illinois, New York and Pennsyl- 
vania produce 54 of the nation’s 
candy. Though production of raw 
cane sugar is exclusively a southern 
industry, the northeast section of the 
U. S. handles half of the refining, 
with the south and west doing the rest. 

Slight v over one-half of the flour 
and meai milling is done in Ne Ww York. 
Minnesota. Missouri, Kansas and 
Texas 

Half of the prepared animal feed 
industry is found in New York, Ohio, 
Illinois, Missouri, Texas and Cali- 
fornia. 

Though Chicago's packing plants 
are the largest in the nation, the west 
north central states of Minnesota, 
lowa, Missouri, Nebraska and Kansas 
produce over more than a third of the 
nation s meat. 

The figures given in this article do 
not agree with those issued by the 
Bureau of the Census, because they 
cover only foods intended for con- 
sumption by the human race. The 
Bureau of the Census, with conscious 
or unconscious irony, includes in the 
food products field prepared animal 
feed, a $2 billion industry. 
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“HOSPITAL MANAGEMENT IS PARTICULARLY 
HELPFUL TO OUR DEPARTMENT HEADS” 











? 
Says SISTER JOHN OF THE CROSS, Dean 
UNIVERSITY OF PORTLAND COLLEGE OF NURSING 
ST. VINCENT’S HOSPITAL, Portland, Oregon 


HM Serves Executives 
Who Initiate Purchases 


HOSPITAL MANAGEMENT 
provides an editorial department 
to meet the needs of every important 
hospital department. Its consistent 
service, as letters like the one at the 
left demonstrate, makes HOS- 
PITAL MANAGEMENT an up-to- 
the-minute guide for administra- 

tors and their department. heads. 
With 88.56% of hospital 
administrators regularly routing 
HOSPITAL MANAGEMENT to 
their department heads, HOS- 
PITAL MANAGEMENT is an ef- 
fective, influential selling force 
among hospital executives who 
initiate purchases. 


Co 


© Largest net paid ABC Mana, Nn 
hospital circulation. 
Send for new surveys covering 
@ architects, food, equipment. 200 E. Illinois St., Chicago 11, IIL 


F ls aI ity hh sh a a ls a tn etl ONG HOSPITAL EXECUTIVES 
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To you who are responsible for 


selling and advertising to business and to industry, 


DO YOU KNOW THE ANSWERS? 


How many markets and how many media are you underestimating? What markets 
are you overlooking’ Are your marketing efforts balanced according to relative po- 
tentials? Is the impact of your sales and advertising efforts sufficient to gain your share 


of available business ? 


These are some of the questions which your management is going to ask you when the 
ery arises for more orders to keep the production wheels moving at the clip necessary 


to meet competition effectively and maintain desired profits. 


Before the finger points your way, can you say that you have “investigated”—that you 
have “inaugurated”—that the competitive position of your company is not only “pro- 


tected”, but that it has been “improved”? 


The answers to these questions are not easy. To get them will require digging for facts 


and figures upon which to build sound sales and advertising strategy. 


But your digging can be a lot easier, and you will hit “pay dirt” faster if you will 


study and refer to the INDUSTRIAL MARKET DATA BOOK, 


The New 1951 Edition will be issued 


this September 15th. It will contain... 


i. Latest data in words, figures and charts on sales. production, consumption, number 


and geographical distribution of companies, buying trends and a score of other factors 
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significant in selling and advertising to the 84 major classifications of trades and indus- 
tries which will be detailed. Information is compiled, with sources indicated, from 
government agencies, trade associations, publications and other expert sources with the 


result that several sides of most market pictures will be exposed for your evaluation. 


2 
e Over 2.300 business papers, classified according to markets served, will be listed 


with details on rates, circulations and mechanical specifications. 


5 
Be Approximately 200 leading business magazines will make available to you through 


paid space their own informative data on markets, coverage and services. 


/ 
4. lrade association names and addresses, classified according to markets served, will 


be included to aid you in directing inquiries for special information. 


— 
eDe Market studies especially prepared by media will be digested and catalogued by 


markets. Copies will be delivered to you upon inquiry to IMDB’s Reader Service 


Department. 





NOTE: Your copy of the 1951 INDUSTRIAL MARKET DATA BOOK is a part of your 
current subscription to INDUSTRIAL MARKETING. Price: $3.00 per year in U. S, 


U. S. possessions and Canada. 











Coming September 15 
The New 1951 
INDUSTRIAL MARKET DATA BOOK 


For Selling and Advertising 


to Business and to Industry, 
the One and Only Fact-Packed 
Reference on Both Markets and Media 


PUBLISHED BY INDUSTRIAL MARKETING + 200 E, Illinois St., Chicago I 
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Canadian Business Paper Advertising Volume 
January through June, 1950 & 1949 


Linage Increases 0.1% In First 6 Months of 1950 


i ibe imount of space pla ed in Canadian business papers has increased 
0.1 from 21.16] pages in the first half of 1949 to 21.191 pages in the first 
half of 1950 


Biggest increase was for the ndustrial publications, which reported 8 619 pages 
for a 1.7% increase. Trade publications reported 7,974 pages for a 0.6‘ ¢ increase. 


( lass public ations showed a drop of 3.4° to 4.598 pages. 


INpusTRIAL MARKETING’s tabulation includes 72 Canadian publications. 


First Six Months of 1950 


neh type 


1950 1949 Trade Group 1950 1949 
Poges 


ge Pages 
Painting & Decorating 

7” ail i ntractor 
‘ . . ° 263 Prix Coura 
ian lishermat * | $ Quill & Quire , x8 
Canadian | d Industries : « ; 
‘ 


Radio-Television & Applian 
anadian Industrial Equip 


Sales 
Retailer 
Revue- Motor 
Sport Goods & Playthings 
Sanitary Engi: r, Plumber 
& Steamfitter of Canada 
Style (10% x 1 bi-w 


Western Druggist 


tal 


urnal ; Cless Group 1950 1949 
Pages 


ge 
Transportation : - Bus & Truck Transport in 
stration ? 7 Canada 
Journal ' anadian Advertising 
' 4 x 10% quarterly 
B capone anadian Business 
Canada anadian Doctor (4% x 64 
wer & Engineering ) anadian Hospital 
stration 7 anadian Journal 
~ulp Magazine Comparative Medicine & 
Ca i *a7 Veterinary Science 
Did you read the Trca riat anadian Medical Associs 
ton urnal (64%,x9 
anadian ‘ Revie 
anadian 
(Export 
preceding 2 pages? Financial P 
P 21 


1% x ™%) (w 
Journal of the Canadiar 


Dental Association 5x8 


The message isn't aimed ome. ae s ? Life Underwriters News 


Modern Medicine f Canada 

’ t " i4\y x 6% 

" n 5 - Marketing ( 
directly at you, but arm Implements. . oo oe 


you'll find it 


r June issue 
sssiGed advertising 
ires for Canadian Industrial Equip 
ment News are expressed in approximate 
7x10 pages r 1428 units ‘unit size, 
4 wae ” ¢ sxt® in for the first six months 
: : . 1950, 1441 units for the first six months 
if you recognize ‘ ‘ ' 1949, 9 units per standard page, divided 
by 4, equal approximate figures of 7 
pages for 1950 40 pages for 1949 
. *152 Five issues 1950, 3 issues in 1949 
promotional , Three issues only in 1949 
Ca ; Thirteen issues annually 
New publication Jan 1950 
1 1 . . Formerly Mot Book 
opportunities. as Danbeaien weet The shove Gasses muat net bo qested 


reproduced without permission 


doggone important 


« 
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ippeal 

bn 
setting re« 
m of pl ti 
tited States for 
1 1.189.200,000 
over the 1940 level 

over 1946, 


plastic indu 


market tor 


glad 


aj BRESKIN PUBLICATION 


MODERN PLASTICS | 


MAGAZINE 
122-1 East 42nd Street * New York 17, N. Y¥. 





Editorial Index 


Vol. 35, January through June, 1950 


Article Index, by Subject 





ADVERTISING 


Agencies Emphasize Salesmen 
Training in “SO 4 


Best Ads of the Yeor 
rial A 44 


Distributor 
Include More Indus 


Gump Mail-Order Advertising Builds Suc 
etsful Machinery Business 


How to Advertise to Business Men 


1950 Industrial Calendar Review 
Ad Problems 


Industria 


New Check List for Re-Exemining Vou En 
tire Advertising Pr gram: 
vw MM 4) 


Industrial Ad Readership 
4 Ms A 
What Advertising Can D n the ‘Salesman's 
Martet ry 


What Business Papers Must Do for Today's 


Author's Index 


Adver'isers ‘ 54 
When Cen You “Alford to Omit Insiutional 


Advertis.ca? by W Molitor M f 


Unit Cos: Is Your Ree Advertising Budget 


A Mo p. 44 


Export Advertising Declines Slightly, Fet 


Industrial Advertisers Plon More Direct pare 
Business Paper Space in ‘50, by 8 A 


Should Architects Get Credit in Manvufac 
turers’ Ads? 4 


ADVERTISING COPY, GRAPHICS 


The Copy Chosers 





Estes, Bay 


Stephenson Howard 


Thomas, P. Edwin 


Industrial Marketing offers here 

an index of editorial contents for 

the past six months. The index 

will be published each January 
and July. 





How to Advertise to Business Men 


ADVERTISING PRODUCTION 


Cut the Production Costs of Vour Catalogs 
Manuals r tS v 

Two Woys to Get Product on {Economy Print. 
ng Geum ‘ y 


How to Save Money on Your Catalog 


Two Ways to Moke Booklets, Rough Layouts 
Faster Better C 


BUSINESS PAPER PUBLISHING 


Advertising Volume in Business Papers 
M 


Canadian Advertising Volume 14 
Business Paper Space Placed by Advertising 
Agencies, / 


Editors Predict High Business Levels, Keener 
Competiti an t r t 44 


Export Advertising Declines Slightly, F 


How Business rapes s Con Meet The r New 


Competitio n A 


How Leading Business Papers Compore in 
Space Volume 
Industrial Advertisers Plan Mo 


Business Paper Space in ‘50 


re Direct Mail 


Whet Business Papers Must Do for Today 
Advertisers 4 
Why Readership Surveys go Wrong and 
How to Right Them 


MARKETING, DISTRIBUTION 


Emphasize Salesmen, Distributor 


Training 4 


Agencies 
Census Analysis Shows Shifting Markets 
Shows Big Increase in Power Use 


~ 
Census 


Shows Where Metal Work ng, Pro 


WCenstu 
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Waiting Market For 
Separate Cabinets 


A recent ACRN nted out 
a new trend in the merchandising of 
frozen products, one that will affect 
both the design and m ng of 
frozen food dispensers for the gro- 
cery and supermarket field 

The trend is to the installation of 
different cabinets for different types 
of frozen products; for instance, one 
for fish, meat oked products 
one for fruits and 
even possibly juices 
Many supermarkets already 
started this practice to and 
speed shopping 

Consumer demand has increased so 
rapidly that most of the frozen food 
producers can hardly match their 
production to the rising sales curve 
Here's how this growth has affected 
the display freezer business: In 1930 
15 cases were built, all special 
order. Today, close to 200,000 cases 
worth over $100 

With the advent of gigantic super- 
markets, this new practice of sepa- 
rate displays offers greater 
potentials to the cabinet freezer pro 
ducers, and, to ACRN subscribers 
geared to do an all-out selling job 
in this field 


Oxyrr0n rorvers® 


“It will be difficult to imagine the 
industry not having Air Conditioning 
& Refrigeration News, and we would 
certainly be handicapped if this me- 
dium was not available to carry our 
advertising messages.”—P. M. Bratten, 
general sales manager, Frigidaire Div., 
General Motors Corp. 


issue px 


aArKe 


and <« 
and 
one tor 


vegetables 
fruit 

have 
simplify 


only 


million are in use 


even 


Restaurant Men Want 
Cost-Saving Items 


CHICAGO—The restaurant busi- 
ness is not so lush as it a few 
years ago, but the diminishing tinkle 
of the cash register actually 
new doors for suppliers in this field 

Restaurant men at their annual 
convention recently held here, talked 
about and looked at products 
that will cut their operating expenses 
They indi- 


was 


opens 


new 
and increase business 
cated that improved refrigeration 
equipment, automatic ice and 
air conditioning were among the top 
qualifiers in this category 

Consensus of opinion was that any 
piece of equipment which could pay 
for itself in three years or less was 
a sure seller. Good news for commer- 
cial refrigerator outlets which are 
fast proving themselves as important 
factors in selling a full line of restau- 
rant, bar, and hotel equipment-——with 
ACRN leaders leading the merchan- 
dising parade 


makers 
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FROM AIR CONDITIONING & REFRIGERATION NEWS 


Survey Shows Top-to-Bottom 


Plant Coverage 


Here are significant facts 
for those selling materials, equip- 
ment, and supplies to the refrigera- 
tion, air conditioning, and appliance 
manufacturers.-taken from a new 
survey which measures the type of 
ACRN readers among the industry's 
plants 

This survey of 500 of 
over 2,000 paid subscribers 
manufacturers showed that 
along readership of each ACRN copy 
averages 5.24 readers—-from board 
chairman, to metallurgist, to chief 
engineer, to home economist—all 
influence which can make 
A total of 429 firms 
was Here is how the 
readers broke down by title 


some 


ACRN's 
among 
pass- 


levels of 
or break a sale 
represented 


IN 429 PLANTS 


Test Engineer 122 
Research Dir 

Factory Manager 

Plant Manager 

Master Mechanic 

Service Manager 
Engineering Dept 

Other 215 


ACRN READERS 

President 

Vice President 

Secretary 

Treasurer 

Sales Manager 

Advertising Mer 

Sales Prom. Mer 

Purchasing Agent 

Chief Engineer "3 

Design Engineer 217 
Note that the highest 

readers was in purchasing, engineer- 

ing, and production—-1,252 key men 

representing potent sales targets in 

429 companies. This group was more 

than double the next highest groups 

administrative, with 570 and 

advertising, with 584 

23.59% of the total of 2,119 


Total 2,621 


grouo of 


sales 


Since 





Patrons, Help Stay 
Longer In Cool Air 


DAYTON Gibbons hote)] here says 
air conditioning in its restaurant, bar 
and grill keeps both customers and 
employes around longer. Summertime 
heat crowds its facilities with patrons 
who want to relax and refresh them- 
Cool working conditions have 
general trend of em- 
ployes quitting during hot weather 
Now, they stay around, give better 
service, and eliminate the cost of 
high labor turnover. (Did you know 
that ACRN publishes more unit air 
conditioning advertising than any 
other publication 7) 


selves 
reversed the 


by ACRN 


ACRN paid subscribers were repre- 
sented in the survey—-an unusually 
large “sample”-——projection on the 
basis of total subscribers gives 11,103 
plant readers! 

To supplement the 
ACRN checked paid 
files, found plant penetration from 
president to production chief. For 
example not counting pass-along 
readership, there are 205 paid read- 
ers at Frigidaire; 40 at the Dayton 
plant, 24 in regional plants, and the 
remainder in district offices. A West- 
inghouse count showed 98 paid read 
ers in main plants and in engineering 
and sales offices all over the country 
A check of every one of the indus- 
try'’s leading manufacturers 
similar penetration 

If you are selling to this gigantic 
industry it will be worth your time 
to check the complete plant sub- 
scriber list in this survey with your 
own customer lists. You'll find con- 
crete evidence that the ACRN audi- 
ence is made up of the men who 
buy——-whom you have to sell. Send 
for your copy 


above data, 
subscription 


showed 


Frozen Food Issue 
Helps Solve Sales, 
Service Problems 


ACRN's editors teamed with the 
industry's manufacturers in its May 
29 issue to present the first special 
report on merchandising frozen food 
equipment The great response to 
this ACRN report typified the inter- 
est in this growing segment of the 
refrigeration industry 

Keynote of the presentation was 
Who is going to handle sales and 
service—-refrigeration equipment deal- 
érs or frozen food distributors?” 








Complete information on any of these 
topics. Check item and mail to: 


AIR CONDITIONING & 
REFRIGERATION NEWS 


460 W. FORT ST., DETROIT 26, MICH. 


“The Newspaper of the Industry" 




















DO YOUR own 


plastic binding 


for only a few pennies a book 


You can definitely improve the ef 

fectiveness of your stalogs, pres 

entations, repor with GBC plasti 

bindings and equipment * You save 

more than 50% over fastener-type 

» Booklets open flat pages 

have added color 

i mp he 

equipment f ‘ han a type 
writer 


*Patents Pending 


Special free trial offer try m. 
equipment in your own office or plant 
No obligation Sotisfacton guaranteed! 
| Send today for full infor 
™ © mation and 2 FREE handy 
pocket memo books bound 

on this equipment 


General Binding Corporation 
808 W. Belmont Ave., Dept. iM-7 


= 


Chicege 14, i! 














PIT AND QUARRY 


538 $0. CLARK ST. CHICAGO 5, KL 


ducing Gained fF 

Distribution Coen and Must Alter Tomorrow's 

Costs, Sales, by er H. Lang, Feb., p. 42 

How Industrial lestruments Sell to Six Major 

Markets, 

How to introduce ao New Row Material, by 
Mew a. 4 

Mating o Good Contrect with a Menutec 

turers Agent y sf t 


How Stee! is Distributed 


Organizing & Menegi “9 lnduawiel Merbet 

Research, by ’ yf 

Seven Ways to Measure Your Market Po 

tentials M ‘ 

Six Management Assumptions Keep Dis 

tribution Costs H gh s W t 
4 


Stee! Worehousing Broadens Mortet Helps 
we Prices 5. Wort ; M 


U. S. Date Reveals Sh fts, Growth in Building 
Industry 

Wont Facts? Put Distributor Sales Meesting on 
Wheels A Ms 

Warm Air Heating Develops Now Distribution 
Trends 48 
What, When & Where You Can Sell to Uncie 


Sam 7 


PUBLIC RELATIONS, PUBLICITY 


A Bigger Audience Calls for Better Annuol 

Reports +} - 

Creating Photo Features for Industrial Pub 
"Er J Ms 


ty 


Emo stions—Publ! Relotions 


» Mere O 
n Plar Sparks Penn's Trave 


Set Results for DuPont 


ott Began ao ‘New’ Industrie 


osts, Improves Pock 


Quotes, Reports, Meetings Pattern Teati- 
leather Sales iH. McG y. Fet 


Reorganizotion Brings Sales Specialization ot 
Libby-Owens v] 


Selesmes How s Your Receptionist Rating 
“ 44 


Sales Promotion Ideas 


Selling Customer's Customer Is Job of 
Allegheny Booklets, A 


There's a Lot More to Industrial Movies than 
Making the Picture M 

42 
Wher Ir Will — to Improve Your Show Ex 
hibit 


What Advertising Can Do in the Sclesman's 
Market’ by 4 

Whet. When and Where You Can Sell to 
Uncle Sam 2 
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SOME PEOPLE HAVE A MANIA FOR( "7.) OTHERS HAVE A MANIA 


4 "4 > 
FOR ey STILL OTHERS ARE MAD AGOUT Y THAT'S 


DIPSOMANIA! AND THERE ARE THOSE WHO ARE SIMPLY WILD 


2 


asout Gp S)  tHat’s KLePTOMANIA!, BUT tue most 


WONDERFUL MANIA OF ALL IS THE ONE WE'VE GOT FOR YOU... 


WE'VE GOT A MANIA FOR 
INCREASING YOUR SALES! 


MORE PEOPLE remember your brand, ask for your brand, 
reach for your brand, if they see your brand wherever they 
go! Get repeated-impression impact in cost-lree space... 


with PF decals! 


Fie ( ise! Sige! 


WRITE TODAY | y 


packed 


a 
Acar 


PALM, FECHTELER & C0. 


NEW YORK - LIVERPOOL, OHIO + CHICAGO 


INDUSTRIAL MARKETING, July, 1950 








x 
== 


With the June, 1950 issue, the i 
circulation of Transportation Sup- 
ply News was increased to over 





All the existing transportation industry market coverage 
remains the same but the coverage of highway trucking companies 
was increased to 20,000 copies monthly which accounts for the 
over-all increase from 45,000 to over 57,500. 


TSN’s present expanded coverage of buyers in all phases of the 
transportation industry makes advertising in TSN a better invest- 
ment than ever. Some of the other pertinent factors that make 
ISN a logical part of every transportation industry advertising 


schedule are: 


@ TSN’s tabloid new product information ¢ TSN’s advertising is not only effective 
newspaper format assures thorough but economical for all size advertise- 
readership and eliminates “buried” ad ments. For example, the cost of a 7 by 

10 advertisement, on a 12 time schedule, 


vertinng 
comes down to only $5.65 per thousand 


© TSN has proven ability to produce high =, yen continues to gain each month in 
advertising, in spite of a generally de- 
clining over-all magazine advertising 
new accounts volume 


quality immquirires for advertisers the 


sort of mmquiries that mean sales and 


Werte for the lates! morket and publication information. Aveoiloble ore 

folders: (1) The Transportation industry Market, (2) Comporative Morket Coverage 

Facts, (3) Comparative “Cost per Thousend” Dote 

T. 7 
ransportation 
Supply News 





Transportation Supply News is affiliated 
with Traffic World (weekly Daily Traf 
fic World. Traftic Bulletin (weekly and 


ge of Advanced Traffic 


418 $ MARKET ST. CHICAGO 7. tht 


New York 122 East 42na S 





For Authoritative “Pacts on 
84 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 


200 PUBLICATIONS 
see your copy of the new 1950 edition, 


MARKET DATA NUMBER 
INDUSTRIAL MARKETING 


Problems 


(Continued from page 24) 


certain business magazines as well as 
consumer magazines. If any of your 
advertising is running in the maga- 
zines being checked, it would be easier 
for you to purchase this service from 
Starch. 

Some publishers can arrange for 
split runs so you can determine the 
number of inquiries or orders from 
one ad compared to the different ad 
that was used in the other half of the 
circulation. 

There is also the Ad Detector Corp. 
Chicago, which undertakes to test re- 
actions to ads, based on special equip- 
ment which registers interest. We be- 
lieve the equipment is along the same 
general line as the lie detector equip- 
ment. 

Then, of course, there is the old- 
time direct testing through inquiries 
and orders of various types of ads over 
a period of time which is in common 
practice and which no doubt you are 
using but apparently does not satisfy 
you. 

We believe that all industrial ad- 
vertisers should keep persistently at 
the task of improving their advertis- 
ing, using one or another testing 
method. Industrial advertising has 
improved greatly during the past 
period but has great mprovements 
still before it. Dissatisfaction with 


your work is what makes progress. 


New York City College Plans 
Salesmanship for Engineers 

So that technical men can learn sales- 
manship, City College School of Busi- 
ness, Evening & Extension Div., New 
York, has enlisted the aid of these in- 
dustrial men as an advisory board to 
help shape the content of a selling 
course 

Donald F. Lane, training director, 
Lever Brothers; Lloyd Wasson, presi- 
dent, York Distributors; A. K. Mitchell, 
vice-president in charge of sales and 
service, Western Union Telegraph Co.; 
G. V. Anderson, director of industrial 
relations, Mergenthaler Linotype Co.; 
4. Dean, director of sales, Allied 
Chemical Co.; Sterling Mudge, super- 
visor of training, Secony-Vacuum Oil 
Co.; Paul Tobin, regional manager, 
White Motor Co.; E. C. Smith, manager, 
International Division, Minneapolis 
Honeywell Regulator Co.; and George 
F. Sullivan, managing editor, /ron Age. 


Wittner Moves 
Fred Wittner Advertising has moved 
to 581 Fifth Avenue, New York. 
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Now —Kimberly-Clark brings you 


Premium 


Papers at 


Standard Prices! 


HERE'S YOUR BEST SUPER SALESMAN — NEW LEVELCOAT— READY FOR SUPERCALENDERING | 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four Levelcoat papers. In make- 
large or small 


ready, on presses, 


youll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved- 
with less waste—on new Levelcoat 

So regardless of your paper re 
quirements — for long runs or short 
runs, for advertising pieces, mag 
house 


azines or organs—look to 


Levelcoat for printability at its best 


He barks! 


ogs are further stripped by the hand barker 


After leaving the automatic barker, 
Extra steps in the careful preparation of other 
raw materials, too, help assure this new prem 
um quality. It's the finest paper in Levelcoat 
history—whiter, smoother, stronger, more versa 


tile than you ever before believed possible 


Proof of the paper is in the pulp! After fu: 
ther refining, and the addition of Long Lac 
sulphate fibers, this fluid pulp goes to the paper 
machines. The result then, will be a bright new 
premium paper that prints with exciting needle 
sharpness nives you brilliant true-to-lile repro 


duction that «naps, sings, sparkles ! 


Ever try to pass 79 final exams? Levelooat 
loes, or it never leaves the mill! Many tests are 
made on precision instruments; others with the 
killed hands of highly-trained personnel. These 
people are proud of new Levelcoat—proud enough 
to make sure it gives you the press performance 


and reproduction of higher-priced paper! 





Before choosing any printing paper — Look at Levelicoat 


New HIFECT* — with sulphate -cooked 
fibers added, permanence, toldamlity, di 
mensional stability make Hifect ideal for 


overs or any fine letterpress printing 


New LITHOFECT* 


printing. Provides a moisture -and -pick-re 


for finest offset 


sistant coating. Offers outstanding foldabil 


itv. Renders colors without loss of density 
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New TRUFECT* —whiter, smoother, folds 
even better than before. Trufect, for letter 
press, offers faster ink setting time, greater 


press dependabil ty, finer reproduction 


New MULTIFECT* 


for volume printing. Now Multifect has added 


an economy sheet 


strength, better foldatility, gt ster uniform 


ity ream-on-ream than ever before 


KIMBERLY- CLARK 


CORPORATION 


NEENAH, WISCONSIN Kamberty 
Clark 


. 
Tea Ot wane 





of Industrial Sales and Advertising 


‘Steel’ Quits ABC after Test Audit Denied 


Give Occupation Break- 
down of Controlled: 
ANA to ABC 


New Yorx-——-The Association of Na 


tional Advertisers has requested the 
Audit Bureau of Circulations to audit 


occupational breakdowns of the con 


business practice to iaclude in their 
circulations a greater or lesser propor 
tion of copies that are not charged for 

“It is doubly important, therefore, to 
advertisers to know the types of indi 
viduals to whom the free copies are 
sent separated into such classes as in 
dustry or trade, size of company, loca 
tion, department, and tithe—as con 


ABC Says Cost Was Reason 
for Declining Occupation 
Breakdown of Free Portion 


CieveLtanp—Penton Publishing Co.'s 
Steel has resigned from the Audit Bu- 
reau of Circulations 


Steel, in announcing the resignation, 


trolled portion of ABC business papers trasted with knowing merely that these 


ANA also asked ABC for magazine 


measurement, in addition to 


emphasized that the reason was ABC's 
refusal to provide an occupational 
breakdown of the controlled portion of 
circulation. This type of audit has been 
of controversy for several 


copies are sent without charge.” 


@ Vr. West, commenting on this sec 
pointed out that 


audience 
existing circulation measurement tion of the statement 

A statement from ANA was read to advertisers are not given this informa 
the ABC board at its last meeting. The tion. The ABC 
statement, ANA said, had the unani to membership if 50 


mous endorsement of the ANA board of 


a subject 
years in ABC's business paper division 

James N. Shryock, managing direc- 
cupational breakdowns of that portion tor of ABC, declined to comment on 
only the resignation but said that the re 
quested audit was not made because it 


admits business papers 
or more of their 
circulation is “paid” and presents 0 
directors and its advisory committee of 
past chairmen 

ANA President Paul B. West said 


that the requests reflected the convic would cost “many thousands of dollars” 


and because ABC was unable to fill 


Advertising Hall of Fame 


Names James H. McGraw Steel's request that the audit, if success 
Mc ful, be adopted for all ABC 


tion of advertisers that something 


» be done to clear away the con 

Detrorr—The late James H publica 
founder of MeGraw-Hill Pub trons 

Co., has been named to adver A letter to Mr. Shryock from J. W 


Zuber, business manager, Steel, said in 


fusion and controversy revolving around 
subject (raw 
suditing mpanl of tree lishing 
on the statement said In the tising’s hall of fame 
busines publication sdver His name was one of five to receive part 
“Steel has been a member of the 
connected with the industrial ad Audit Bureau of 
Continued on page 125) 1918. It is therefore with considerable 
submit our 


faced with the practical prot the honor this year and was the only 


media, some Circulations since 


found it good 
reluctance that we now 


resignation 
“We do so 
conviction that ABC's partial audit of 


because ot our sincere 
circulation no longer adequately serves 
the buyers of business paper space and 


in actual practice gives art sconception 


j 


of the dvertising values of Stee 


- Advertisers and their agencies have 
long recognized the need for an ABC 
nudit of the complete distribution of 
business papers The National Indus 
trial Advertiser ‘ 
American Assox on of 


Ay neies hav venced speciti« requests 


ither and =the 
\dvertising 
for complete audits of all member pub 
lications which, | S irefully 
iugment paid cir tion with selective 
controlled coverage of worth while 

plants 
Dues to ABC are based on our total 
but only two-thirds of that 


is being iudited After 


ears experience with a com 


MAN OF THE YEAR—lIndustrial Marketing's annual industrial advertising man 
of the year award was presented to John K. Hough (left), director of advertising, 
Goodyear Tire & Rubber Co. at the golf dinner f the Industrial Marketers 
»f Cleveland. He was selected by Industrial Marketing's Copy Chasers. Some 200 
Cleveland chapter members witnessed the presentation by Jackson Hazlewood 
Richard P. Dodds (right), new president, joins in 


party 
and tree distribution we can 

etfectiveness of both so 
(center), outgoing president perly contre 
applause 
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| | f : | V7 
J Lv J ) ; 
Sj RIDVERTISE! LIST!’ SHOW! 
oe ve 


On the basis of the collective experience of hundreds of advertisers, we 
know that the men who plan, design and specify for purchases, are the men 
who must be sold, in order to sell the radio field, These men are the radio 
engineers...the men who evaluate your commodity for the entire industry. 
Sell the radio industry most effectively and most consistently with a plan 
designed to Sell the radio engineer in the three most important media 
a reaching the electronics field. 


a IR DUERTISE in the Proceedings of the |. R. E. — 


the engineer's own publication—his daily desk reference for up-to-the-minute 
technological progress. 


\ “a LIST in the I. R. E. Yearbook — 


the engineer's source for locating suppliers, merchandise and fellow members 
of his professional organization. 


eS SHOW in the Radio Engineer's Show — 


the exhibit which runs concurrently with, and in the same place as, the 
yearly convention of Radio Engineers. 
Present your merchandise and services at the point of approval — before 
the radio engineer —in his own publication —in his own yearbook — at his 
own convention. 
Threefold effectiveness and consistent promotion that SELLS the radio 
industry by reaching the men who control sales in your market. 


To SELL the Radio Industry, TELL the Radio Engineers. 


THE INSTITUTE OF RADIO ENGINEERS 


Established iyis 








» A Balanced Promotion Package 
TO SELL THE § - - | “Proceedingsof the 1.R.E.” The IRE Yearhook 
mh A The Radio Engineering Show 
RADIO 303 WEST 42nd STREET. NEW YORK 18. WN. Y. 


INDUSTRY Pe Circle 6-6357 
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One -fourth of... 


. the nation's engineering construction work is 
under way in the five states, plus Dist. of Colum- 
bia, area blanketed by CONSTRUCTIONEER—. 


with 1951 prospects just as good! .. . 


Over 240 


advertisers are backing their sales efforts in this 


vast equipment market with continuing programs 
aimed to reach the 10,000 hard-working, ready- 
to-buy readers of CONSTRUCTIONEER! 


26 times @ yeor readers look forward te 
news-pocked issues with well written fea- 


teres of high locel interest. 


Top notch 


editorial means more ad readership too! 


onstructioneer 


$56 High S* 


Nework WN J 


10.000 Readers in the Netions Greatest Marte? 


Mentor #8? ene acr 4 4nd tee 





COMPETITIVE 
ADVERTISING 


With comprehensive monthly surveys 
covering over 550 trede, technical, 
business publications. See a seperete 
repert each month on each advertiser, 
leting megazines used, size of ads, 
predects featured, coler, bleed, 
spreeds, inserts, etc. Used by leading 

lnfermetion and com- 


edvertisers. 
plete list of peblicetions covered, write 


ADVERTISERS’ RESEARCH SERVICE 
14198 5. Le Selle (Riverdete) 
CHICAGO 27, ML. 


WH 


@ Monulacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research = 
moerket studies, for m 
petitive advertising files and ie o> de 
veloping sales prospects on certain 
types of products and services. 
New Booklet Ne. 10 “How Business Uses 
Clippings” telic the whole story 


BACON'S CLIPPING BUREAU 
* * 


the full performance of each publica- 
tion’s circulation be audited to give the 
advertiser a complete picture of the 
values he is buying or intends to buy. 
@ “That's why we took the initiative 
two years ago to supply advertisers with 
a Controlled Circulation Audit audit of 
our total distribution to supplement the 
partial ABC audit. However, two audit 
statements are confusing and inconven- 
rent 

“That's also why we readily agreed 
last year when ABC asked us to partici- 
pate in a test audit of Steel's entire 
distribution. We considered your recog- 
nition of this problem a step in the 
an aid to all other lead- 
paid and 

you of 


right direction 
ing publications with both 
free circulation. We assured 
our cooperation and readiness to com- 
ply with standards set by ABC for such 
an audit, but this audit has not materi- 
alized. 

“It is our earnest hope that ABC 

will eventually provide buyers of adver- 
tising with a regular audit of a member 
publication's complete distribution. 
When this time comes we shall be glad 
to reconsider our decision. 
@ “In addition to a CCA audit of our 
complete distribution, we shall provide, 
as in the past, full particulars on our 
unit coverage by standard industrial 
classifications, a quantitative and quali- 
tative analysis of the buying power we 
reach, and all other data which will 
help advertisers determine our values 
as an advertising medium.” 


Dolan: Don't Let Consumer 
Ads Hog Creative Talent 


Derrort—Business and industry are 
losing money and opportunity by failing 
to invest the same amount of creative 
talent in business paper advertising as 
in consumer advertising, Bernard Do- 
lan, president, National Industrial Ad 
vertisers Association, and manager of 
sales and advertising, Peter A. Frasse 
& Co., New York, said at the annual con- 
vention of the Advertising Federation of 
America 

“We simply cannot expect to develop 
a maximum return on our business pa- 
per advertising investment if we are 
prone to give it the back of our creative 
hand,” he declared. “There is no law 
in the land that restricts one group of 
creative ad people to business paper ad- 
vertising and another creative group to 
national campaigns.” 

“We should abandon a rule of thumb 
cost-ratio for creative work that is tied 
down to the cost of space. We should 
view our business paper advertising 
from the size of the market we address, 
not from the amount of money we spend 
addressing it.” 

‘Continued on next page) 
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SEND FOR THESE HELPFUL SELLING TOOLS 





701—How To Move Trade Show 
Exhibits A? Less Cost 


CIRCLE 701 ON READERS’ SERVICE CARD 


702—-What 36 Readers Think 


CIRCLE 702 ON READERS’ SERVICE CARD 


703—How To Do A Good Job 





CIRCLE 703 ON READERS’ SERVICE CARD 


704—Tools That Moke Your 
Sales Story Visual 


Your prospects remember what see 
five times longer than what tang bane 
Sales Tools, Inc., Chicago, offer a folder 
which lists selli helps that make « 


CIRCLE 704 ON READERS’ SERVICE CARD 


705—Your Advertising Depart- 
ment Can Have A Dark Room 


considered installing a dark room, buying 
cameras, etc., but hesitate because you're 
not sure your department can justify the 
expense? Why not share a dark room 
with other departments of your company. 





Readers’ Service Dept., INDUSTRIAL MARKETING 


Please send me the following research and media data: 
701 702 703 704 705 706 707 
709 710 #7il = 712 «6©713)06=«6714 715 
ietormetion below! 


(Pleese priat er type 


Note Inquiries for items listed not serviced beyond Oct. 15, 1950 





BUSINESS REPLY CARD 


First Closs Permit No. 95, Sec. 510, P. L. & R., Chicago, Ill. 
Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois Street 

Chicago 11, iil. 











708 
716 











SEND FOR THESE MARKETING AIDS 





CIRCLE 714 ON READERS’ SERVICE CARD 


715—How Verified Readership 
Plan Works 





Hig i 


apital expenditures for 1947-48-49 

ast for 1950. A full page table 

engineering construction con- 

tracts were awarded in 1949. Published 
by Engineering News-Record. 


CIRCLE 711 ON READERS’ SERVICE CARD CIRCLE 713 ON READERS’ SERVICE CARD 


712-—Job Ticket and Check List 714Moving Signs For Your 
For Preparing Printed Matter Trade Show Exhibits 


Armstrong Advertising Agency, Chi- Scott Products Co., Defiance, 
cago, offers single page mimeographed offers a kit of three glossy photos 


, 


CIRCLE 716 ON READERS’ SERVICE CAR 





“ma USE THESE RETURN 
CARDS FOR PUBLICATIONS 
MENTIONED ON THIS PAGE 





These handy retum cards will 
save you time and help you get 
facts to aid in your market plan- 
ning. Use them today! Indus- 
trial Marketing's fact - packed 
advertising pages contain clues 


Readers’ Service Dept., INDUSTRIAL MARKETING 5007 to more efficient marketing of 


Please send me the following research and media data: 
701 702 703 704 705 706 707 708 your products. Check these 
709 #710 #7il «6712 )«6713)6« 6714) 6715 O76 pages now. When you write IM 
(Please print or type intermetion below! 
Note Inqeiries for items listed sot serviced beyond Oct. 15, 1950 edv " . industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 


BUSINESS REPLY CARD 


First Close Permit No. 5, Sec. 510, P. L. & R.. Chicago, Ii. 
Readers’ Service Dept. 


INDUSTRIAL MARKETING 


200 East Illinois Street 
Chicago 11, Ill. 

















(Continued from preceding page/ 


Mr. Dolan cited Department of Com- 
merce estimates that last year's $221.5 
billion national income was shared about 
equally by industrial and consumer 
manufacturers but that their relative ex- 
penditures for advertising varied great 
ly. While was spent on 
business paper advertising, $3 billion 
went into newspapers, radio and maga 
zines. While advertisers spent one ad 
vertising dollar for every $36.50 of po- 
tential “consumer” market, they spent 
only one advertising dollar for every 
$448 of potential market. 


Hall of Fame 
(Continued from page 122) 


vertising world—through the publish. 
ing side. 

The names were announced at the 
annual dinner of the Advertising Fed- 
eration of America which each year 
will inscribe additional names until 50 
men have been thus immortalized. Fif 
teen men, all deceased, are now listed 
The “hall” is part of the Advertising 
Club of New York 

The five names were chosen by a jury 
of advertising and media executives un 
der the chairmanship of Gilbert T. 
Hodges, Wall Street Journal. 

Mr. McGraw, who was a leading fig 
ure in raising the standards of business 
paper publishing, served in publishing 
for 49 years during which he received 
many honors, including the Bok gold 
medal “for distinguished personal serv 
ice” in improving industrial advertising 
and the degree of Doctor of Commer- 
cial Science from New York University 
which described him as “an educator 
transformed into publisher who has 
never ceased to be an educator.” 

He began his career in 1884 as a 
subscription salesman after graduation 
as valedictorian from State Normal 
School, Fredonia, New York, where in 
addition to his studies he taught at a 
district school He sold subscriptions 
for The American Journal of Railway 
4ppliances and Steam. By 1886, the 
company owed him $1,500. Borrowing 
an additional $1,000 he bought stock 
and became vice-president 

The company acquired one industri 
al publication after another and in 
1916 purchased the Hill publications, 
changing its name to McGraw-Hill Pub- 
lishing Co. Mr. McGraw retired as 
chairman of the board in 1935. He died 
in 1948 

Others named to the hall of fame 
were F. Wayland Ayer, co-founder of 
N. W. Ayer & Son; Stanley Clague, a 
founder of Audit Bureau of Circula- 
tions; Benjamin Franklin; and Merle 
Sidener, co-founder of Sidener & Van 
Riper, Indianapolis agency 
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EXAMPLE Neo. 


Among manufacturers of 


COMMUNICATIONS EQUIPMENT 








425 MAJOR PLANTS EMPLOY 270,998 


—account for 96.9% of total employment, 
98.3% of production in this industry 


The 1949 McGraw-Hill Census identifies each and every one of 
these 425 key plants — those with over fifty employees — by name, 
location, number of employees, and chief product manufactured. 


The Communications Equipment and Related Products field is 
only one of 144 segments of the manufacturing industry. In each 
of these 144 segments, McGraw-Hill’s Census isolates, identifies, 
classifies and rates the worth-while manufacturing plants. 


better 
w-Hill’s Continuing Censws is acd 
e manufacturers ore, 
our circulation 


he and wher 
> a ee ee plants 
hel Comparable company 
d maintained for the other industries 
essen sult, of this continuing activity 
"id ead buying influences in key plonts 


sic purpose of McGr 
ontrol. Knowing ” 
hey make — enable 
and personal contact 
fluences within those Pp 


The bo 
publishing c 


activities, 

and the buying '" 
listings are also d 
we serve. The objectiv 
on up-to-the-minute po 
for McGraw-Hill advertisers. 


ils on McGrow-Hill’s 


Complete deto ch satistics of 


1949 Census, showing sv’ . 
plont distribution by employee #2 


nd w - 
by mojor © 
grovps, b states, 
dustries, by region’ y a @ 3? 


ined 
facts ore all contar 
re MARKET DATA BOOK. Write vs 
pope your McGrow-Hill mon for @ 
° 














| Aluminum of Canada Wins 


DO YOU SEE Industrial Ad Award 
a M A R K E T Montreat —The Aluminum Company 


of Canada has won the first annual Ned 


for Your Sheppard award for the “outstanding 


industrial advertising campaign” in 


MACH INERY | Canada during the past year 


The award is sponsored by Canadian 


CHEMICALS Engineering Publications, Toronto, in 
memory of its late president N. E. D 
EQUIPMENT Sheppard. John Evans, Montreal man- 
and SUPPLIES 


in this Wood Pile? 





If so— Aim High — Advertising-Wise 
and get the tops in Paper and Pulp Mill 
Coverage... 


Just as the wood pile is symbolic of paper and pulp in the making, so 
is THE PAPER INDUSTRY your avenue in building sales through its 
qualitative and quantitative circulation in the mills. Here's what 





Evans . Decarie 


t offers: 

: ager, presented certificates and checks 
Tops in Management Coverage for $100 to I. S. Decarie, advertising 
Tops in Production Coverage manager, Alurainum Company of Can. 


Tops in Engineering Coverage ada, and D. M. Armstrong, of Cock- 

Tene te Tactalest Govemas field, Brown & Co., Aluminum’s agency, 

- 9 at the final 1949-50 meeting of the In 

Get in touch with our nearest representative for full market data and dustrial Advertisers Association of 
Montreal 

prove these statements. 7 Aluminum’s campaign, which was in 

jf the transportation field, won among 30 





an analysis of our circulation to 


P entries from Ontario, Quebec and Van 

Monthly ads in the Magazine, re- AA couver. Certificates for outstanding 

inforced with Catalogue informa- : ‘ single ads submitted were awarded to 
tion in the Yearly Paper and Pulp Donnell & Mudge, Toronto agency 

Mill Catalogue and Engineering Walsh Advertising Co r. S. Simms 
Handbook offer you an unbeat . & Co., Saint John, New Brunswick 
1 (agency: FE. W. Reynolds & Co and 

Nickel Co. of Canada, 

Cockfield, Brown & 


able combination for results. ' 
WHEN YOU REACH nternationa 


FRITZ PUBLICATIONS, INC. manuel 


5, tht 





i Vim BUREN STREET 





a holography - Repowtn? 
America’s best buy in Ssiguments covered trom coast te coast te! 

advertising editorial and research purpeses 
ad service for up-and- Write for booklet f 

SCKiES Proto- sary’ 


coming industries 


3 
“SNIPS” ~ nso y 


GS 
Steals one Load out of ten | 


Unseen Hijacker 


38 Pang PLACE, NEWARK 2 wd 








4 , . A divient 
meow @ Aavwting Ny ~ Deal mar Ghee Sear t tor TA 
Ad Scribe + North Canton, Ohio Market Data Industrial Advertisers whe know — 
thetr market well - 
ADMINOM COMPANY OF CANADA (TR <>: 


PASE our SNIPS MAGAZINE 


5707 W. Lake St.. Chicage 44, It = — 
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Trip Through the Plant 


Mr. Foreman, meet Mr. Writem, 

from our ad agency. 

He came way out here from New York 
to see what he could see. 

So, I'll assign you as his guide 

to take him through the mill; 

then let him walk and browse around 
until he’s had his fill. 

He wants to see our products made 

and get some atmosphere 

there'll be things he won't understand, 
so try to make them clear 


Fine, Mr. Writem . . 
we'll start him in at this end. 
I'll show you everything that’s here . 


step this way... 


on that you can depend. 

We'll go all through production, 

to packaging and shipping 

look out If you're not careful here, 
you're going to do some slipping 
We'll see the laboratory 

the foundry and-—hey, duck! 

You nearly got beaned that time 
watch out—here comes a truck! 


Let’s stop here by this stamping press, 
it (slam, slap, crash, crunch, pop) . 
What's that? You can’t hear what I say? 
It’s noisy in the shop 

Well, wire 


whap 


is extruded here 
rack 


hear me 


(wham whop bang) 


Stand closer—can vou now / 


whee, wrangle, clack, squeak, clang) 
This does six 
7ang 
For spotting defects, this machine 


| 
TACK 


operations which 


zowile zop, zee, Zing 


hang, bong bizzle, bing 
assembling 
tattatat, blat 


ot our engimeers 


let's go te 

. rattatat 
was de ve | yped by one 
you've got grease on your hat 
Here's 
better make 


rash, crack, cr mp 


something that’s newsworthy 
a note of this 
whee, rumble 


ang. bing ) bop. hiss 
You're getting deaf? Well, W 
her d better do 
I'll take vou 
ind ¢ xpla nit all to you 
By Kennetru Parsons 


New York 


s what we 


mack to the office 


Hazard Ad 


ertisin to 


Schager Rejoins Atlas Film 
Edward 
the Jam-Handy 
oined Atlas Film Cor 


sident 


Schager. Chicage manage 
Organization, has 


Oak Park 


Yerbak Forms Own Company 
John Yezbak 

lic relations 

Co., Canton, U 


former director ot pub 
Timken Roller 


has opened his own ad 


Bearing 


vertising and public relations office in 


the National Bank Building, Cleveland 
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4 4 » | 
|: IX |: | 
4 4 


| useful guidebook 


for people who prepare 


\nnual Reports 


To give you an idea of the 

scope of this helpful manual 

HERE ARE THE CHAPTER 
HEADINGS: 


@ The Annual Report - Why it is issued 
@ The Balance Sheet 

@ Graphic Explanation 

@ Featuring Scope and Facilities 

@ Managerial Relationships 
*roducts 


@ Featuring 


@ Ensemble Exhibits 


that 


contains reproductions of 356 


This is an 84 page book 


pages from annual reports and 
interim reports to investors. 


c- 


. . P , . §. 
Printing Fapers\” 
| 


FILL OUT AND MAIL 
THIS COUPON 


NO OBLIGATION! 


4 


VARREN Cf 


MPANY 





L. 


- 
x 
_ 





A good catalog at the point of pur- 
chase is a real sales-builder. When 
your catalog is loose-leaf and 
covered with a Heinn loose-leaf 
binder, the prestige of your com- 
pany is in trustworthy hands. Ex- 
tra sales are yours 


g pves® 


Your story at the point-of-sale is 
told exactly as you want it when 
you apply visual selling. Heinn 
Loose-leaf easel binders provide 
for telling 
your product-story t« onsumers 


an excellent medium 


Retail selling needs strengthening 


SALES! 


Showing samples at the point of 
contact gives added power to sales 
facts. Heinn Custom Made Sales 
Pacs offer a convenient way to 


carry and present your samples 


ADD POWER to Your Selling 


With selling becoming more con 
petitive every day, it is ne« 

to take every opportunity t 

a strong, competitive adva 

Let us show you how Heinr 
equipment helps you do 


= ng t Write us toda 


THE HEINN COMPANY 


326 W. Florida St. © Milwowkee 4. Wis 


NEW OFFICERS and directors of the Toronto chapter of the National Industrial 
Advertisers Association have been elected. Seated, from left: Past President Wes- 
ley McGregor, MacLaren Advertising Co.; President Allan Ross, Goodyear; Vice- 
President Elmond M. Glebe, A. P. Green Fire Brick Co. Standing: Directors Don 
Grant, Minneapolis Honeywell; John Brittain, Russell T. Kelley Ltd.; Mait Bant- 
ing, Canadian Westinghouse; Ray Ainsworth, Consolidated Press; Ted Beatie, 
Anaconda American Brass; Secretary Hal Cook, Imperial Varnish & Color Co., 
and Treasurer Charles Pearce, Ronalds Advertising Agency. 


Confer Zeoort 


NIAA Presents 43 Awards 
for Advertising Drives 


Los Ancetes—-The National Indus 
trial Advertisers Association presented 
lor winning campaigns in 
iation’s annual advertising 
competition 
More than 200 
mitted. The 
called the panels competition, but the 


ntries were sub 


competition was formerly 


ules were changed this year to require 
irticipants to mount their ads in 13x20” 
woklets instead of submitting them 
se. Winning entries were displayed 
it the NLAA conference 
First place winners (and their agen 
n 17 industrial classifications and 
ne non4nanutfacturing classification 
for service companies were 
Class |\—Textile Mill Products 
Nylon Division, E. L. Dupont de Ne 
me t { NY B B D and 7) 
Class II—No Award 
Class I!|—Furniture and Fixtures 
Bastian-Blessing Cs Chicago 
Buchen Cs 
Class |'V—Paper and Allied Products 
Strathmore Paper Co.. West Spring 
field, Mass 
Abbott-Kimball Co. NY 
Class V—Printing, Publishing, and 
Allied Industries 
Edward Stern and Co., Philadelphia 
Lavenson Bureau of Advertising 
Class VI—Chemicals and Allied 
Products 
ederle Laberatories Division of 


in Cyanamid Co., NY 


Sadler and Hennessey. 
Class Vil—Products of Petroleum and 
Coal 
Standard Oil of Calif., San Francisco 
B.B.D. and O 
Class Vill—Rubber Products 
American Hard Rubber Co., NY 
W. L. Towne Advertising 
Class IX—No Award 
Class X—Stone, Clay, and Glass 
Products 
Norton Co.. Worcester 
lohn W. Odlin Co 
Ciass XI—Primary Metal Industries 
Carnegie-lllinois Steel Corp., Pitts 
burgh 
B.B.D. and O 
Class Xil—Fabricated Metal Products 
Timken Roller Bearing Co. Canton, 
Ohio 
B.B.D. and O 
Class XIl|—Machinery 
Allis-Chalmers Manufacturing Co., 
Milwaukee 
Compton Advertising 
Class XIV—Electrical Machinery, 
Equipment, and Supplies 
Burndy Engineering Co., In ‘Y 
Ben Sackheim 
Class XV—Construction Machinery 
R. G. LeTourneau Ine. Peoria 
Andre ws Awe ncy Im 
Class XVi—Professional, Scientific, 
and Controlling Instruments 
Bausch and Lomb Optical Co., Roch 


dvertising A zency 


ster 
Ed Wolff and Associates 
Class XVil—Miscellaneous Manufac- 
turing Industries 
Rohm & Haas Co., Philadelphia 
John Faulkner Arndt and Co 
Class XVIII—Non-Manufacturing 
Sweet's ( atalog Service NY 
Fuller and Smith and Ross, Inc 
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Conergy Keoorr 


Mr. Jackson Speaks Up 
A feature of the Friday afternoon 
program was a play, “Mr. Jackson 
Speaks Up,” by R. Calvert Haws, ad- 
vertising manager, Western Precipita- 
tion Corporation, Los Angeles, and Sam 1949 Advertising Gains and Losses 
Eastman, Dozier-Graham-Eastman, Los 
Angeles, in which the use of consumer GAS « Gomed 7) Advermung Roger 





techniques in industrial advertising was AMERICAN GAS JOURNAL 
dramatized. © Lost 13 Advertising Poges 
GAS Act 

: ' @ Low 7) Advertising P 
Publishers’ Party at Breakfast Club — 

. YA 
The publishers’ party, always a great 

feature of NIAA conventions, was held More and more advertisers are 


Wednesday evening at the Los Angeles tu 
' . rning to GAS for complete 
Breakfast Club, a delightful spot some 9 
distance outside the downtown section. coverage of the Gas Industry 
Refreshments were served outdoors IN 1949—GAS was the only publication in the Gas 
— - — —— aon presi- Industry to record a gain in advertising. 
. . > » 6 ’ “4 
Cont tf the Fenton Fubtishing Co. 75 new advertisers were added who did not 
Cleveland, perennial chairman of the 
appear in GAS in 1948. 
affair, arranged for taxi transportation . : . 
66 advertisers used GiAS exclusively in 
for those not otherwise supplied. “ae 
preference to other gas publications. 





New York Wins IN 1950—GAS shows a gain in advertising 24% greater 
Attendance Plaque than 1949 for the first six months. 

The New York chapter again won the 
plaque offered by the Pittsburgh chap 
ter for the largest attendance at the 
kee Angeive convention, duplicating Se 94.7% VERIFIED READERSHIP REVEALED BY SURVEY OF 
victory the past two years. The attend- TYPICAL INDUSTRIAL AREAS PITTSBURGH, PENNA 
ance is figured in terms of percentage of 

Out of « total of 42 controlied subscriptions in the area, 

total membership multiplied by miles Verified Readership 37 anewered “Yes, we are finding GAS useful, and wish to 
le. continue recerving it.” 
traveled of Controlled a rent el 

Bob Towne, preside nt of the New Circulation “no longer with company” —end all 3 were replaced by the 


98.1% distributor with names of the mrw buying euthoritess in 
the gas compames ( oncerned 


There must be « reason: — 
GAS reaches only real readers with real buying authority! 


York chapter, who had used Herculean 
efforts to deliver the plaque to Los 


Angeles in time for presentation at the Verified Readership GAS hee $3 paid subscribers in the srea, verified st regu 
convention, received it at Saturday's of Paid Circulation lar intervals by their renewals of subscriptions at full 


100.0% bes rates 








luncheon and prepared to return it to 


the big cit 
big city TOTAL SUBSCRIPTIONS IN PITTSBURGH ; 95 


. . } on, 
Explore Television as an Industrial Verified Readership 04.7% 
Marketing Tool HERE IS HOW GAS’ READER VERIFICATION WORKS 
otter © Controtied reeder 2. If the enewer te either of the above 
questions & “Me,” thet reeder & 


Possibilities of television as a tool for oom sxery 34 months that 
. : ‘Te ¢ . thereetter, he is ashed following dropped trom chrewte- 
industrial marketing were explored at = 


the final session of the NIAA conven A. Are you finding GAS wsetul? 
Yer. We This guerentees to the odvertiser 


tion in Los Angeles July 1 
- “ geles Ju | 0. De vow wish te continue receiving 100% lwe circuletion — circulation 


Yes Ne. free of unread copes —end tree of 
deadwood im the shape of copies go 
Non Reeders ore Eluminoted ing to those who howe left the field 


Sidney Strotz, vice-president of the Na- | . 
. . Get the Facts, write for 80 pege booklet “Gas Verified Readership” 
tional Broadcasting Co., and Charles 


Ruggles, well-known movie and televi- 
sion actor, participated. A demonstra- Total Circulation more than 7000 


tion of the technique of producing tele- monthly... More Circulation than 


vision programs was put on by NBC any other gas industry publication. 
including the projection of the television 


H. L. Hoffman, president of the Hoff- 


man Radio Corporation. Los Angeles; 




















image on a moving picture screen 


Presidents Flay Socialistic Trends 
William C. Maullendore resident, 
Southern California Edison Co., Los 
Angeles, and William E. Umstattd, 
president, Timken Roller Bearing Co., 
Canton, ©., appeared on a program Sat- 
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This 
oa Me. 1 


Its circulation is HAND 
PICKED. More than 95% 


of our audited circulation 


reaches top management. 


oa WOOD PRODUCTS is 


the voice of the industry 
the NEWSpaper and 
spokesman, 
forum for its readers. 


editorially, and the 
, 
CR 


Approved by the experts. 
Over 93% of the space in 
WOOD PRODUCTS is 


placed through agencies 


Numerous advertisers run their 
schedules year after year! 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


Send for imposing 


list of Subecribers 


AND ADVERTISERS 


Kav 


Phone: WAbeosh 2-1000 
343 S. DEARBORN, CHICAGO 4 











Promoted by Borden's 


William |} 
moted to vice president in charge of 
sales for Borden's Farm Products Com 
pany, Division of the Borden Company 
New York. Like most other men who 
are getting ahead in business Mr 
Duemmel iv a regular Wall Street Jour 


Duemme!l has been pro 


nal reade r 





idvertisement 


NIAA Conference Report . . . 
urday morning at which the trend to- 
ward statism and socialism was dis- 
cussed and business and advertising 
was urged to bend every effort, includ- 
ing public education at all levels, to 
reverse current governmental policies of 
inflation and collectivism. 

Mr. Mullendore attacked the efforts 
of a Congressional committee investigat- 
ing lobbying to discourage free expres- 
sion of business through advertising 
and otherwise of its opinions regarding 
destructive governmental policies. 


Nation's Defenses in Good Shape 

Morris Pendelton, president, Plomb 
Tool Co., Los Angeles, luncheon speaker 
July 1, told the NIAA of the splendid 
state of American defenses, based on a 
tour of military and naval installations 
just completed in company with a large 
civilian group. 

He pinch hit for Paul G. Hoffman, 
head of ECA, who was prevented from 
coming to the convention by the Korean 


crisis 


“Fortune” Does Photographic Job 
Fortune continued its previous activi 

ties at NIAA conferences by having its 

taking 


groups at the Los 


photographers on hand and 
scores of pictures of 
Angeles meeting. They will be pub 
lished in booklet form later and dis 
tributed to the membership. 


Regional Publisher Group 
Elects Anderson President 


Cutcaco—Gordon L. Anderson, gen- 
eral manager, Construction Bulletin, 
Minneapolis, was elected president of 
the Associated Construction Publications 
at the group's llth annual convention. 

ACP, which is composed of 12 pub- 
lishers of regional construction maga- 
zines, voted to allocate nearly all of its 
advertising budget to publication space 
during 1950-51 and to increase the 
schedules for all media on the present 
list. Advertising is aimed at promoting 
regional publications. ACP also will 
publish an advertising manual for re- 
gional advertisers. 


Other officers elected were John D. 
Bowler, Jr., advertising manager, South- 
west Builder & Contractor, Los Angeles, 
Stewart, 
Newark, 


vice-president, and George C. 
publisher, 
N. J., secretary-treasurer 


Constructioneer, 


Other publications of ACP are Con- 
struction Digest, Indianapolis; Construc- 
tion News Monthly, Little Rock, Ark.; 
Dixie Contractor, Atlanta; Michigan 
Contractor & Builder, Detroit; Midwest 
Contractor, Kansas City; Mississippi 
Valley Contractor, St Louis; Nex 
England Construction, Boston; Texas 
Contractor, Dallas; and Western Build 
er, Milwaukee 


NEW OFFICERS of the Associated Construction Publications are (above, from 


left) Gordon L 


Anderson, Construction Bulletin, president; John D. Bowler, Jr., 


Southwest Builder & Contractor, vice-president; and George C. Stewart, Construc- 


tioneer, secretary-treasurer. 


Retiring officers include Earl Keyes (fourth from 


left), Western Builder, former vice-president, and Herman S. Swartz, New Eng- 


land Construction, former president. 


Below: 


Among 50 advertising managers 


and agency executives who were guests at a dinner concluding the annual ACP 
convention were (from left) W. Scott Fitz, Hoffman & York, Milwaukee; Donald 


E. Fricker, Heil Co., 


Milwaukee; George L 


Staudt, Harnischfeger Corp., Mil- 


waukee; William A. Rundquist, Pioneer Engineering Works, Minneapolis; J. R 
Roberts, International Harvester Co., Chicago; Albert Schmidt, LaPlant-Choate 
Mig. Co., Cedar Rapids, Ia 
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The following changes in business pa- 
per specifications have been announced 
since the Market Data Book number of 
Industrial Marketing went to press: 


American Builder 
New rates, now effective 
Times Page 4 Page 4 Page 
l 750 $420 $290 
690 370 260 
12 660 350 250 
One standard color plus black, $150 
extra. 
Civil Engineering 
New rates, now effective 
Times Page \% Page ', Page 
] $390 $195 $130 
415 165 120 
24 285 158 110 
R.O.P. yellow, orange, red or blue, 
$75 extra per page, $140 extra per 


spre ad 


Coal-Heat 
New rates, now effective 
Times Page % Page % Page 
@) 7 7 - i 
l ne , ; $47 - Our not-so-lost litthe Miss, 
126 ? 43 pe - | turned the trick with tears 
and tantrums. Be R gets 
Standard red, $30 per page extra - — for - clients — 
j equally productive sales 
Contractors & Engineers Monthly psychology. That's why the 
New rates. now effective e | Plaskon Division of Libby 
) ~ anapaglon ag = ioe Nothing makes hay Owens-Ford, who wanted 
wy on 2 ‘ee ' ag | to show—and sell—at the 
$450 $22 $150 . : thei ss 
“ , like a good display! | Fourth National Plastics 
6 390 l 150 } Exposition, naturally turned 
0) 95 140 to Burton e Rodgers for 


l: 
; lisplavs 
Monthly space is bought on a column display 


ch basis, and figures | 


6 
12 115 60 


1) column inches rT cl 
60 column inches 12 pe it } 
" . 

90 column inches 1 U; 

Write for your free descriptive picture story of Wl ft} it ra 
Less than 90 inches A> pe neh outstanding exhibits prepored for B+R's out 4 —EE 

‘ . standing clients *U comvenen cmment + recent wert 
Power Engineering Pow? OF LAL OreFLaTS im QuamTITY 


& Plant Engineering 
N for 


iddresses 


r conventional sizes f 
| 


P I n nee MEW TORK—475 FIFTH AVE. © BLADE & HELEW STS. ELMHOOD CINCINNATI 14. OFFO @ CHICAOO—709 BO. Le SALLE 


ng and Plant Engin: ng Fechnical 
Publishing Co ire LLO S. Dearborn 





Chicago 


Simmons-Boardman Publications 
Advertisers who use two or more of ee 
the following Simmons-Boardman pub 
lications, Railway Age, Railway Engi ~—j &: City Reoch them all in the moguzine 
eering aintenance, Railway Me € ) Engineers with the lergest evdited en- 
, gineering circulation in the 


> 


aiway Signaling & Communications, » ae 
may count total number of insertions ie Engineers 
ised within one year in determining : important men..- Water > Works 
annual rates in ea public ation, sub specify oe) $ ubli 
- u 
t te rate card. Fractional space ad they buy and a pts. 308 aSth Street 


cacti can now tigure rates on num fer cities and counties 
S Engineers wew York 17, &. ¥. 


ber of insertions used 


ca igineer and q 
an our ee Cc t field PUBLIC WORKS 


Effective now. page size of these pub 


lications will be increased to 9x12” 
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FOR 5! YEARS the leading doily 
newspaper of the steel and metal 
industries. More than 250 com- 
ponies selling to these industries 
ore regularly advertising their 
products, services and equipment 


American Metal Market 


Daily Since 1899 
18 Cli St. New York 7, N. Y 


Here’s a Hagpey 


Medium! 


1 accounts for something 
everybody wants — 


Everybody wants to sleep and every 
body needs o mattress, spring, sofe 
bed or other sleeping equipment. This 
gigentic industry may be reached 
AND COVERED with a single boot— 
the ene and only magazine in 
the entire field. Truly a solo—easy 
to play. Music in the form of oa 
$331,100,000 meorket — words by your 
ads in a book thet produces mony 
happy returns 


Send for metericl 
thet will ewokes 
you to a tremendous 
merket if you ore 
net familier with it. 








Merchendise Mert, Chicege 54 


‘Telemeter Service’ 


(Continued from page 56) 


and servicing of specially manufac- 
tured equipment. 

In addition, the company boosts an- 
nual sales volume by offering cus- 
tomers a design and engineering serv- 
ice. Customers can outline their pro- 
duction certain 
part, and S-J engineers will design, 
engineer and layout a complete tooling 


requirements on 4a 


recommending needed 


other manufac- 


program 
equipment built by 
turers. 

Seully-Jones supports its distribu- 
tion organization with business paper 
advertising, direct mail, trade shows, 
training schools and catalogs. The 
training schools, called “Sales Engi- 
neering Clinics,” are conducted by 
home office personnel, to train mill 
supply salesmen and manufacturers 
agents. 

Clinies are usually conducted in 
major cities where mill supply houses 
are located, and it is never necessary 
for salesmen to come to Chicago for 
this training. Training is not all talk, 
for equipment is at hand, in order that 
trainees may actually work with the 
tools and tool holders which they must 
sell. Clinic groups will usually range 
in size from ten to 20 salesmen. 

In addition to participating in the 
annual trade show conducted by the 
American Society of Tool Engineers, 
the company cooperates with mill sup- 
ply houses by entering local trade 
shows on a “pro-rated” basis (if a 
mill supply house exhibits S-J products 
plus the products of four other sup- 
pliers, each supplier stands 20% of 
the space cost). Usually home office 
sales and engineering personnel are 
available to help man the exhibit. 

For some ten years, the company has 
freely distributed a costly 380-page 
catalog. Printing costs alone ap- 
proached $4 per copy, and more than 
50,000 copies have been given out 
over the ten-year period. Top manage- 
ment has decided that this practice is 
undesirable for two reasons—first, it 
is quite expensive—and second, com- 
paratively few customers and prospects 
are potential users of the entire line. 

Therefore, production has been 
started on a series of individual bul- 
letins or unit type catalogs—ranging 
in size from 8 to 16 pages. Customers 
will receive unit type catalogs covering 
only the lines in which they are po- 
tentially interested. Executive Vice- 
President H. D. Long explains that in 


REVERSE English was used as a 
stopper on this cover of the external 
company publication of R. G. LeTour- 
neau, Peoria, IIL, maker of earthmov- 
ing equipment. The editors used a 
photograph of an earthmover reflected 
in water—and “reflected” the name of 
the publication and the picture caption, 
too. 


many cases, the customer prefers this 
arrangement as it permits him to file 
the individual catalogs in folders with 
literature supplied by other manufac- 
turers of related and competitive lines. 

It is estimated that this new system 
will permit a saving of more than $85,- 
000 in a ten-year period. 

Scully-Jones believes in being both 
friendly and informal with visitors 
whether they come to buy or sell. As 
soon as a visitor enters the building, a 
pleasant receptionist hands him a fold- 
er (IM, Sept. 1949) which does a 
chatty and cordial job of telling about 
the company, its history, its personnel, 
what it sells, and what it buys. 

Under a heading, “This May In- 
terest You,” copy lightly explains, 
“Scully-Jones was founded in January, 
1912. If this is your first visit, let us 
give you a tip. Don’t ask to see Mr. 
Jones. He hasn't been here since July 
(July 1912, that is!) That was when 
he sold out his interest. The name has 
been continued because “Jones” is a 
good American name...” 

Explaining company products, copy 
says, “If you were to look upon a ma- 
chine tool (such as a lathe, mill, or 
multi-spindle machine) as being a hu- 
man body, supplying power to the 
other parts of the body actually doing 
the work, then our product would be 
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the arms and hands. We design and 
make cutting tools (hands) and tool 
holders arms). 

When it is not possible for the visi- 
tor to be received promptly, the fold- 
er extends an invitation to have re- 
freshments at the company cafeteria, 
and adds, “If you are here during the 
noon hour, won't you please be our 
guest for lunch.” 

Scully-Jones believes that proper 
distribution is their most important 
and most difficult single job. Presi- 
dent James A. Scully says, “We have 
no difficulty in licking engineering 
and production problems—but distri- 
bution problems are a little tougher. 
We consider building, maintaining 
and obtaining proper distribution to 
be our most important job.” 


Trends 


Continued from page 18) 


the new anti biotics, silicones, rocket 
fuels, synthetic resins, magnesium, orlon, 
detergents and a multitude of others 
which will raise the American standard 
of living in the coming decade. The most 
rapid growth may be expected in indus 
trial chemicals— particularly in synthetic 
organics, in rayon and related fibers, in 
petrochemicals and in petroleum re- 
fining. —-Wattace Traenory, publisher, 


Chemical Engineering 


Home Building 

The outlook for home building in 1950 
is extremely good Indications are that 
1950 will see about 1,025,000 units 
started—an all-time high 

There are several reasons for this 
record-breaking activity. First is easy 
mortgage money at rates of 4% to 444%, 


with 90° mortgage and 20-25 


years to 
pay Under these conditions anyone who 
can accumulate about $1,000 in cash 
ean hardly afford not to buy a house 
Thus, the market for small and medium 
price homes continues more active in 
1950 than anyone thought it would 
Added to this is the fact that there are 
many thousand middle age families 
living in obsolete houses who, for the 
first time since the beginning of the war, 
are now able to build with a conviction 
that a price level for some years to come 
has been reached. There is an accumu 
lation of ten years of inactivity in this 
segment of the housing market 
Undoubtedly 1950 will see the further 
increase of about 5‘ in building costs 
and probably a commensurate increase 
in the price to the home buyer. The 
reasons are increased labor wage scales 
at job sites, increases in factory pay- 


rolls where building materials and ap- 


INDUSTRIAL MARKETING, July, 1950 





The Super-Market In the ¥ of America’s Industrial Future 


Which is of More Interest? 


Our Localized Construction News 


Creates Sager Readership! 


Readership tests show that local news is of greater interest. CONSTRUCTION 
NEWS MONTHLY is like a hometown paper. Readers are furnished news and 
pictures of a local nature. In addition, they are furnished information of con- 
tracts awarded, major contemplated construction projects of all kinds and 
“BIDS WANTED” (the life blood of the construction industry!) This local 
news information is read eagerly by contractors, engineers, architects and 
public officials concerned with local construction. 


Capitalize on this Local Readership! 


Proof of the appreciation of this publication’s concentrated circulation, localized 
construction news coverage and pulling power can be found by a quick look at 
the number of regular advertising schedules of top manufacturers in the con- 
struction industry. Check, too, the number of these advertisers whose advertising 
has appeared consistently year in and year out before its readers. If you sell 
this field, it will pay YOU to capitalize on its eager readership! WRITE US FOR 
DETAILS — OR ASK YOUR AGENCY! 


Over 6300 Readers 


ONSTRUCTION 
NEWS MONTHLY 


Reporting 




















FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS... 


SEE YOUR NEW 


1950 MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 














EFFECTIVE APPROACH 


MECHANICAI 
ENGINEERING 


A publication (monthly) with readership pene 
tretion to engineers who hove the real mechani 
cal responsibilities NOW. Wf reaches monoge 
ment ign, production, power and other eng! 
neering factors in industry 


be duplicated os o grovp by any other circulation 


EFFECTIVE FOLLOW THROUGH 


MECHANICAL CATALOG 





it offers real quality 
cireulation, currently approximately 133,000 Net 
Poid, and brood engineer contact which cannot 





AND DIRECTORY 


The one reference book fannval) which insures 
that the essential dota on your products be readily 
available in the hends of industry's most influen 
tle! engineers. It goes to 15,000. All of these are 
engaged in management, planning, designing 
specification and production work. All are buyers 
hove sr ng buying influence, whose business 
protfetsiona »nnections are on record 


Rates and information spon request 
Published by 


THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 


% WEST 29TH STREET NEW YORK 18. N.Y 


Here's How IDEAL 
MODELS: - 


ideal Kitchens 


» 4 


This howewife is ready to buy beco 
wet ls scoled down to fF The 
m The W / 
These 6 
fect ¢ 

je by the « 
bitchens Used to help 
or re modeled butcher 
srona! merchond wg impor! 
Idea! Model perform there essentro 
eapensively © Place your product 
hends. @ Auk? your prowe 
product filling his needs © 
styling of your product of the pom! 
Our new catalog gives you cose hit 
@ertions on how to sel! products by “‘Wdeotanm 
with foithtul plost« scale models. A reqves! on yo 


letterhead brings your copy 


Wee 


MODELS COMPANY 


17251 Meran Ave. 
Detroit 12, Michigen 


pliances are produced, and the very sub- 
stantial increase in lumber costs 

Some time in the next two or three 
years the volume of home building will 
have to decline sharply, because both the 
need and demand will have been satis- 
fied. Unless this need and demand can 
be supplemented by a new brand of mer 
chandising which will sell people out of 
obsolescent houses and into new ones at 
the rate of about 200,000 a year, the 
building industry may be in serious 
trouble 

By 1960 or 1965, barring another war 
or an economic disaster, our need again 
should shoot up to approximately 1,000, 
000 houses a year. The reason for this 
is that the enormous war and post-war 
birth rate will supply us with enough 
marriageable young men and women to 
create new families at the rate of about 
1,000,000 a year for several years 
FE. G. Gavin, Editor, American Builder 


Machine Tools 


Business has been showing an im- 
proved trend during the last few months, 
und if it holds up as anticipated, sales 
this vear will be between $300,000,000 
and $325,000,000. At the latter figure, 
practically every company should be 
making a profit 

Last year, total sales amounted to 


$250,000,000, which meant that 


companies were operating in the 
In past years most machine tools were 
iid te equip new plants for manufac 
turing consumer goods Today there is 
net much of such expansion going on 
But there is another enormous potential 


builders of 


tools and allied equipment to 


ource of business for the 
achine 

which advertisements should be pointed 

right now. That is the replacement of 

bsolete equipment 

Max hine tool 


spectacular progress since the war in the 


builders have made 
nprovement of mar hine designs that 
were frozen durin 


ral industry has been slow to buy these 


the war period. Gen 


modernized machines even though they 
would soon pay for themselves through 
the medium of reduced production costs 
ind higher product quality CHARLES 


©. Herr, Editor, Wachinery 


Metalworking 


industry set a 
record of $38.1 billion in sales in the first 


The metalworking 


of 1950. Steel will reveal in 
results of a national poll 
king companies showing that 
stry expects its business in the 
from 
half, making 1950 a record $80 bil 
comparing with $73.8 bil 
n 1949 and $73.6 billion in 1944 
wartime high. Even after discounting 
dollar, prewar 1939 


six months will be up 10 


vear and 


present inflates 


sales of $17.6 billion fade into compara- 
tive insignificance 

About 71°% of the companies checked 
report unit manufacturing costs have 
gone up an average of 3% over 1949 but 
only 15% have raised prices so far. How- 
ever, 60 per cent think they will have to 
raise prices this year or sometime in 
1951 

Depression ahead? About 83° of the 
metalworking companies checked don't 
expect one in the next five years. They 
think business will hold at present levels 
or better 

Steel shortage? There isn’t a chance 
that the light flat-rolled products will be 
easier to get at any time this year or pos 
sibly through the early months of 1951. 
Consumers now have a 4% days’ supply 
of all types of steel products, normal 
being about 60 days.—Gronce O. Hays, 
president, Penton Publishing Co., Cleve 
land 


Petroleum 


In direct contrast with the downward 
trend faced the past 18 months, the out- 
look for petroleum is decidedly favor- 
able. Recent sharp improvement has put 
the industry in its best economic posi 
tion in nearly two years. Key to the 
swift transition in oil's picture is the re 
duction of excessive storage and a sud 
den sizeable upturn in consumption in 
contrast with no increase at all in 1949 

As a result, a strong tendency toward 
firmer prices along with higher produc 
tion and refining rates have featured de 
velopments during the past three 
months; and present encouraging con 
should 


these 


ditions presage that the futur: 
further 


same lines. Consequently, operators can 


witness progress along 
look forward to increased revenues, a 
factor which forecasts that drilling and 
other operations are to remain at hear 
all-time peak volumes 

Therefore, prospects for the sale of oil 
equipment are brighter now than at any 
time since the end of 1948. This is par 
ticularly true for drilling tools and ma 
chinery, where purchasing volumes once 
igain are resuming a normal relation 
ship with drilling rates after being sub- 
normal in 1949 hecause of the use of 
materials made idle by the 
Warren | 


employment 
of tewer rigs Baker, Edi- 


tor, orld O 


Byrd Named V. P. at Lau Blower Co. 


Thomas I. Byrd, sales manager, Lau 


Blower Co., Dayton. has been named 
vice-president in charge of sales 
Lupton Appoints Gascoigne 

T. Richard Gascoigne, former sales 
manager, Chemical Engineering, New 
York, has joined the staff of John 
Mather Lupton, Inc.. New York 
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Editorial Competition ——_S —— — P 
(Continued from page 39) \ 

ners that the judges got into some H ow t owra P bad P b us i mess 
heated debates. Many other books / 

could have been among this top group 

with almost equal justification. This 

judging experience has made me a lit- 





tle less of a cynic about business pa- 
per editing and has greatly raised my 
appreciation of the job being done by 
business papers generally.” 

W inners were: 


INDUSTRIAL PAPERS 
Best Series of Articles __ 


Plaque Winner: 


Factory Management & Maintenance 


, ba a | , R 
des valbng a in the Pacific Northwest 


Certificates: 


Nesses Concwustion Mogaine, Topete Do like local firms do when they have 


. tdw 1 Weilepr t ‘ 


hw Program goods or services to sell to business men Advertise 


Oil & Gas Journal, T 


Stee! 


Best Single Article _ 


Plaque Winner: 
Mill & Factory, New Y 


Certificates: 

Construction Equipment & Materials, 
York nald k }. eat f N 
1949 

Electrical Construction & Maintenance 


York: W. T. Stuart, editor, for 949 F 


Steel 

~ 

Insurance 

Textile World, N 
editor, for “Synt 


Best Single Issue 


Plaque Winner: 


Architectural Forum, New 
» edver, for “Sek 


Certificates 
Electrical World, New Y 


. T 
ed , he 


¢ ond Futere 


Machine Design 
" editor, for 


s” issue 
Modern Railroads, Ch 
editor, for “Private | 
The B& 


M 


Best Graphic Presentation __ 


Plaque Winner 


Architectural Forum 
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in the Daily Journal of Commerce. You'll get 
to the heavy purchasing money in the construc 
tion field, the broad industrial field, the potent 
forest products industry 

More than eleven readers per copy, accord 
ing to surveys. No comics. No murders, No 
society. Just concentrated business news that tells 
what is happening; what is about to happen in 
the very active and expanding area of Oregon, 
Washington, Idaho Consult your advertis 
ing agency or write for sample copy and rate 


card 


Daily Sexseal-cffommerce 


WORKING TOOL OF PACIFIC MORTHWEST BUSINESS 
711 S. W. 14th Avenve ° Portland 7, Oregon 


eee — aE eee 











THE INDUSTRIAL MARKET DATA BOOK NUMBER 


is the only reference source which contains 
basic statistical information on 84 prirnary in- 
dustrial and trade markets . . . and detailed data on 


the publications serving them. 


Analyze Markets and Media simultaneously in: 
THE INDUSTRIAL MARKET DATA BOOK NUMBER 

















President of New Firm 


A. Albert Minton, president of Eagle 
Fire Insurance Company of New Jersey, 
has been elected president of a recently- 
established firm, General Radiant Heater 
Company, Inc. New York, manufactar- 
ers of a new system of electric radiant 
panel heating. Mr. Minton and 261,580 
other men of action throughout Ameri- 
can business read The Wall Street Jour- 
nal daily 








( Advertisement 

. as 
pst © 
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On the Pole 
On the Ground 
in the Plant 
In the Office 


Telephone men heep up 
with what's new in tele 
phone equipment and 
supplies and the 
latest wrinkles in con 
struction and mainte 
nance through the col 
umas of FORTNIGHTLY 
TELEPHONE ENGI 
NEER 


Millions of dollers ore 

being poured into the 
telephone industry by the government as o 
result of the recently passed Rural Telephone 
Act. Loans are being made to telephone 
companies for extending or improving serv 
ice to rural areas ot 2% and for terms 
ranging up to 35 yeors. The next three or 
four yeors will see more money spent by 
telephone companies for new equipment 
construction, etc. than in ony like period in 
telephone history 


This entire merket con be developed 
through 
FORTNIGHTLY 
TELEPHONE ENGINEER 


Write for sample copy and rete cord 
7720 Sheridan Reed @ Chicege 26, IWincis 





Certificates 

Electrical Meonulocturing, New York: Fronk 
ver, editor, for “Iith Annual Product 

Designs Awarde Number 

Cleveland: Colin Car- 


Machine Design, 
nicha Machine Drives and 


ot gilnes fn 
Railway Age, \ rk yne. editor 


Freight Progress Number 


Best Original Research 


Plaque Winner: 


Iron Age, New Y 

tor, f Stee 

Certificates: 

Railway Age, New York: J. C. Lyne, editor 

fer tatist ; and Outl ok Number 

Steel, Cleveland: Irwin H. Such. editor. for 
tee! Price and Market Guide 


MERCHANDISING, TRADE & 
EXPORT PAPERS 


Best Series of Articles 


Plaque Winner: 

Chain Store Age, New York; Godrey M. 
Lebhor. editor, for series of merchandising 
3 soles training manuals 
Certificates: 

Electrical Decler, Chicoac Willard Jo 
’ se editor, tor soles troiming senes 
Esquire's Apporel Arts, New York: Edward 


editor. for store 


peration series 
Best Single Article ___ 


Plaque Winner 
Hardware Age, New 


for “Foir Trade 


Certificates 

Esquire's Apparel! Arts, Ne 
’ } ry 7 ’ Ww ‘5 ¢ 
Sporting Goods Dealer, 


A 


for 


Best Single Issue 


Plaque Winner 

Electrical Merchandising, New 
Ww y iit ’ 949 

Market f 

Certificates 


Hosiery & Underweor Review 
M 

Voluntary & Cooperative Groups Magarine 
New Y ‘ / bk edit ‘ » 


af 


Best Graphic Presentation 


Plaque Winner 


Certihicates 


Cosmetics & To 


Laurent, editor, for new format and typo- 
graphical presentation 

Domestic Engineering, Chicogo; O. T. Com 
son, editor, for “Whet's New in Heating.” 
Marketing, Chicago: Clork B. Kelsey, editor, 
for “American Furniture and Home Furnish- 
ings, Yesterday-Todey-Tomorrow.” 

Modern Packaging Magazine, New York: 
Lloyd Stouffer, editor, for “Packaging’s ‘Hall 
of Fame’."—-i2 covers and their associcted 
feature articles 


Best Original Research 


Plaque Winner: 

Motor Service Magazine, Chicago; William 
K. Toboldt, editor, for “225,847,000 Job 
Tickets 

Certificates: 

Automotive News, Detroit; Pete Wembhoff, 
editor, for “Composite Financial Picture of 
300-Cor Declers.” 

Notion and Novelty Review, New York: Ar- 
thur |. Mellin, editor, for 749 Directory 
Issue, Sources of Supply, Trade-Mark and 
Brand Names.” 


Special Award 





Certificates: 


Domestic Engineering, 


son. editor, for Mercho 


CLASS, INSTITUTIONAL AND 
PROFESSIONAL PAPERS 


Best Series of Articles = 
Plaque Winner: 


Institutions Magatine, 
son, edit for “Deve 
F i Service 
Certificates 


Excavating Engineer, Milwaukee, Wis 
Weeds. editor e “Safety and Eff 


Series 
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Best Single Article 
Plaque Winner: 


editor #¢ T Phanome 


Interiors, New York: Francis de N. Schroeder, 
Design 

Certificates 

American Druggist Ne 

Pharr ed > 

herd 

Physics Todoy, Ne 


Best Single Issue _ 


Plaque Winner: 
Aviation Operations 
Certificates: 


A 


American Druggist, Ne 
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Hotel Management 


ston, Texos 


Best Graphic Presentation 


Plaque Winner: 

Physics Today, New Y 
- 

Certificates 


American Druggist, Ne 
Pherr edit for 


The subscription price of any publica- 


» Adin, cad Photoeran! aod - == § tion naturally has nothing to do in reflect 
essive Desig P priate ¢ —_ _ ing the market its readers represent for 
nd with ur Budget . — | specific products. But it does reflect read- 


ership and indispensability of the service. 


The Journal of Accountancy, Ne 


r exce 


: : ° \ Products and services in transportation 

—_ ee e" ang? one -am ea ; f= : and distribution find a eavaiedh sudan 

: . F . _— among the 40,000 transportation men who 

read Traffic World each week. Let us give 

Traffic World ts just one of « you latest facts on the buying power of 

famity of 8 transportation serv- the readers of America's only transporta- 
ices. tion weekly newsmagazine. 


Jedase were CHICAGO NEW YORK WASHINGTON, D. C. 
. 418 S. Market Se. 122 E. 42nd St. 815 Washington Bids 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 


hot r 


William A. Marsteller, vice-president, 
Rockwell Mfg. Co., Pittsburgh; Arthur 
R. Tofte, manager advertising and in- 
dustrial press department, Allis-Chal 
mers Mfg. Co.. Milwaukee: H. W 
Stoetzel, vice-president, Glenn, Jordan & 
Stoetzel, Chicago; N. D. Buehling, vice- 


president, Fensholt Co., Chicago 
Wendell E. Ray, assistant manager, 


purchasing department, International 
Harvester Co. Chicago; Henry M € 7 

Coen, purchasing agent, Link-Belt Co., 

Chicago; L. C. Koenig, plant engineer, Ww 0 in wence ll il 
Lindberg Engineering Co., Chicago; 

Harvey S. Pardee, Harvey S. Pardee and 
Associates, consulting engineers, Chica- “ 

go; Alexander Rogers, advertising man in the $1 000 000 000 Annual 
ager, Libby, McNeill & Libby, Chicago; y j | 

R. K. MacDougal, account executive, 
Young & Rubicam, Inc., Chicago; David Steel Industry Market 
G. Watrous, advertising manager. Park- 

er Pen Co., Janesville, Wis 











C. W. Mulaney, director of merchan- . 
dising, Walgreen Co., Chicago; Allan D. Write for New 


Parsons, Allan D. Parsons Advertising, ? N.1L.A.A. SALES 
Chicago; John L. Scott, director of ad PRESENTATION 
vertising, G. D. Searle & Co., Skokie 
Ill.; Seymour Mintz, director of adver 
tising, Admiral Corp., Chicago; Charles 2 

S. Downs, vice-president, Abbott Lab- | q ¢ [ 
oratories, North Chicago, Ill.; Stan Ek- TON AND tee 
man, illustrator, Chicago; Norman W . . 

Forgue, president, Norman Press, Chi - ; ENGINEER 

cago: Dan E. Smith, executive art direc 
tor, Poole Bros., Chicago: and Elmer +4 ae te | 1010 EMPIRE BUILDING 
H. Vogel, art director, Kling Studios 4% ; PITTSBURGH 22, PA. 


(Chicago 
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OUTSTANDING OPPORTUNITY 
FOR YOUNG 
INDUSTRIAL COPYWRITER 


National Manufacturer, leader in 
basic Industry, has opening in New 
York City Sales Promotion Dept 
for copywriter who can think and 
write in terms of Sales objectives 
and needs. Should be capable of 
following through from planning 
te completion. industria! direct 
mail experience desirable. Please 
moke your first letter complete 
including starting salary desired. 

Write Box MM 302; 

95 Nessew St NYC 








@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 


CHICACO 
Meanhettan Bidg. 
NEW YORE 
Whitebell Bidg. 


Per ever 60 years the leading 
journal of the coal industry 











7t Your 
Fingertifir..... 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1950 SCHEDULES 


... See the 498 pages of data 
covering 84 primary markets 
— specifications, rates and 
circulations of the 2,400 busi- 
ness papers serving U. S. and 
Canadian industry — and the 
factual presentations of 200 
leading publishing organiza- 
tions . . . in your 


1950 INDUSTRIAL MARKET 
DATA BOOK 
NUMBER 








What Industry Must Do 


(Continued from page 48) 


The outlying areas showed a 
substantial increase. It furnishes an- 
other confirmation that plants are 
rapidly 
cities into the suburbs, small towns 
and rural areas. 


prewar 


moving out of the larger 


There are a number of good reasons 
for this migration. It is no longer 
necessary to be located downtown in 
the center of the labor supply. Bus 
service and a wide ownership of auto 
mobiles now enable employes to 
travel longer distances to and from 
work. Substantial savings are made 
by moving to a lower tax area. Sur- 
roundings are more healthful and 
pleasant, thus productivity is in- 
creased. Absenteeism is reduced. Fi- 
nally, pressure from the military is 
constantly being exerted on manufac 
turers to decentralize their plants in 
the interest of defense. 

Regardless of the reasons for this 
industry movement, it is slowly but 
surely making it essential for manu 
facturers who sell to industry to re- 
examine their marketing machinery. 
Face-to-face contact of industrial sales- 
men with customers and prospects, 
is only 244 hours or 150 minutes a 
day, a study by Harnischfeger Corp. 
shows. The average company can’t 
afford to reduce its productive time 
still further by having men located 
ou the outside of their circle of pros- 
pects. Nor does it make sense to ad- 
vertise in a medium that has little or 
no coverage in these harder-to-get-at- 
plants 

But market shifts are only a part 
of the rapidly changing economic 
picture that offers golden opportu 
nities to the wide-awake industrial 
marketer who is not afraid to break 
with tradition and dump over the 
upple cart of the worshippers of the 
status quo 

A continuous study of possible 
product applications in new fields 
opened by technological developments, 
discoveries, and inventions can play a 
tremendous part in the growth of a 
business 

The sailing ship operator who re- 
fused to change to steam may have 
won a very beautiful and romantic 
moral victory by sticking to tradition, 
but he also went bankrupt. 

The development of the automobile 
industry raised hell with the buggy- 


whip manufacturers, but opened up 


a vast market for thousands of com- 
panies which were smart enough to ex- 
ploit it. 

Developments within industries are 
also replete with sales possibilities. 
The conversion from steam to diesel 
now being implemented by many rail- 
roads is creating a most satisfactory 
volume of business for many new 
manufacturers, and is hurting others. 

The development of the jet and 
ram-jet powered airplane has already 
brought an entirely new group of 
manufacturers, engineers, and tech- 
nicians into the aircraft industry. It 
is reducing the potential of others. 
The smart ones see the handwriting 
on the wall, and are either adapting 
their products to this new develop- 
ment or, if this is not possible, seek- 
ing compensating markets elsewhere. 


Grandpappy’s Ideas 


Yet, in spite of these kaleidoscopic 
changes there are literally thousands 
of businesses that are going merrily 
along in the apparent belief that the 
good old methods set up by their 
grandfathers will always work. 

And many of these old methods do 
work when business is operating at 
today’s record-breaking levels. But 
let us not forget that the late war 
tremendously expanded the facilities 
of manufacturers who sell to indus- 
try. It created many new companies 
whose brands are now known and ac- 
cepted by thousands of users. 

A day of reckoning is bound to 
come. And when it does, the battle 
will be between the traditionalists and 
the companies that have cast aside 
the former rule-of-thumb, follow- 
the-leader selling methods in favor 
of the new modern marketing pro- 
cedures which make continuous use 
of the wealth of facts now becoming 
available to them for the asking in 
ever-increasing quantities. It is not 
difficult to predict which will be the 
winner of this forthcoming battle. 

Some of you may ask why all of 
this fuss over a problem that should 
be handled by the sales department. 
If so, | want to take violent exception. 
In my judgment, the industrial ad- 
vertising manager is the ideal execu- 
tive in the sales organization to carry 
on and be responsible for this new 
marketing activity. 

By training and by temperament 
he is a student and an analyst. He 
knows how to get facts, measure them, 
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and put them to work. He is closer 
to market information sources than 
anyone else in the organization, and 
he has his company’s sales records at 
his elbow. Many advertising managers 
have not only added the marketing 
analysis function to their departments, 
but have already obtained excellent re- 
sults of great benefit not only to their 
companies but to themselves person- 
ally. 

Like most new activities such work 
seems complex and difficult until it is 
started. Then it becomes simple. 
Finally, it’s merely a matter of rou- 
tine. 

Here, for example, is a simple blue 
print to follow 

1. Plot potentials of your market 
by sales territories using all available 
statistics and marketing facts 

2. Compare your sales with each 
of these territory potentials. This will 
throw the spotlight on your weak 
territories, 

3. Check these territory potentials 
against locations and coverage of your 
marketing machinery: sales offices, 
salesmen, distributors, advertising and 
sales promotion, warehouses 

Then pack your bag and person- 
ally investigate the territories where 
serious weaknesses have shown up 
After you have confirmed your find- 
ings and are sure of your ground, 
fight like hell for the changes and 
modifications in your company’s mar 
keting machinery that will eliminate 
these weaknesses 

I predict that the analysis will be 
the easy part of your project. Get- 
ting the needed changes made will 
be the tough one 

Everyone loves the status quo. Our 
friend Bill Marsteller. last year's 
president of NIAA, refers to it as 
“the menopause of business.” 
Changes of any kind are resented. 
But make no mistake, it’s the man 
who constantly dumps over the apple 
cart-—who fights for improvement 
and improvement almost always de- 
mands change—who is going to be the 
winner in the con petitive battle that 


looms ahead. 


Sawyer to ‘Chemical Engineering’ 

Bayard E. Sawyer, sales representa 
tive, Factory Management & Mainte 
nance, has been named advertising sales 
manager, Chemical Engineering, pub 
lished by McGraw-Hill Publishing Co 
New York. 
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10 Sud Prati on TELLS YOU HOW TO 


POU OFTSET Punting PREPARE ART AND COPY 
FOR OFFSET PRINTING 


How to scale pictures quickly for 
offset reproduction? How to sepa- 
rate for color the simpliest way? 
How to use copy sheets for speedy 
layout and arrangement? This help- 
ful book gives you many hints that 
will save you time and money—it's 
a book we've built for you out of 
our many years of experience. 


COPY SERVICE, INC. 


123 N WACKER DRIVE CHICAGO 6 


Phone: STate 2-5977 





WITH McGRAW-HILL'S : 
FIELD PHOTO SERVICE 7 of \ 


Any type of industrial or commercial picture 
Taken any place in the U.S and in 

70 countries throughout the world 

For all kinds of sales promotion activities 
By one. or more. of 1500 expert photographers 
Exactly to specifications 


McGRAW-HILL FIELD PHOTO SERVICE, 330 WEST 42nd STREET, NEW YORK 18. WN 
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EW YORK 18 — 512 FIFTH AVE... BRyant 9-9148 
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THE BREWERS DIGEST 


CHICAGO 6—747) W. JACKSOM BLYD 
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METAL SHOW NUMBER OF THE WELDING ENGINEER 
WILL BE PUBLISHED IN OCTOBER 1950. 


PREPARE NOW FOR A BIG SELLING EVENT 





Tell your customers, our readers, what 
you will have on view at the Metal Show, 
in Chicago. Tell them in our October 
Vetal Show Number which will be read 
by over 20,000 buying influences inter- 


ested in the latest and best in welding. 


Pell your customers, in this issue, what products Our editorial department is working hard to 
vou will have on view at the Metal Show in enhance the value of this issue by preparing the 


Chicago following spec ial features 
Thousands of buying-minded welding peopl r mT ' 
: - wre wi ~ a special section disctissing 
will be in Chicago October 23rd to October 27th | 
the overall welding market and its poten- 
to see the hundreds of produc ts to be displaved 
. tial. This will be broken down by states. 
by over 300 manufacturers in this biggest of all 


industrial shows Complete details of the Annual American 

THE WELDING ENGINEER «how number. to Welding Society Meeting and Convention 

be published October Ist, will be vour guide to held in conpunction with the Metal Show 

the Metal Show. and more important, a showcase 

The program for the Metal Show, floor 

for your products. In it you can give a complet 
plans of the International Amphitheatre 

preview of products which you will present at 

exhibitors, ete 

the Show. Excite buyers’ interest by telling 

them in advance that vou have a product that And, all the regular features that appeat 

they should certainly see when they are at the every month in THE WELDING ENGI.- 

Show NEER 

If vou're not an exhibitor, vour story will still 


he given to the exhibition audience and the If you attend the Show, drop in to visit with us 


thousands of other welding people by telling it at The Welding Engineer booth. Our editors 
in our big Metal Show number. Many copies of will be on hand to answer any questions you 
this important issue will be distributed at the might have. Or, just drop in to rest those weary 


show feet 


Plan now to be represented in our October 
Metal Show Number — make your reserva- 


tions today. Closing date, September first. 


The Pioneer Publication of the Welding Industry — 
THE WELDING ENGINEER 


330 WEST 42nd ST. NEW YORK 18, N. Y. 


A McGraw-Hill Publication 
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INDUSTRIAL MARKETING 
AWARDS WON BY 
MILL & FACTORY 


© 1943 AWARD OF MERIT 

Best series of articles 
1943 FIRST AWARD 

Best single issue 
1943 AWARD OF MERIT 

Best published researk 
1944 FIRST AWARD 

Best single issue 
1946 FIRST AWARD 

Best series of articles 
1947 AWARD OF MERIT 

Best series of articles 
1948 AWARD OF MERIT 

Best single article 
1948 FIRST AWARD 

Best series of articles 
1948 AWARD OF MERIT 


Best single issue 


1950 FIRST AWARD 
Best single article 
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MILL & FACTORY 
WINS No.1 AWARD 
for best single article 


in any 
Industrial Publication 


First award in Industrial Marketing's 1950 Editorial 
Achievement Contest goes to MILL & FACTORY. Winner 
is “Britain's Production Incentive Undermined by Socialist 
Planning,” the No. 1 installment in the famous series by 
Carl C. Harrington, MILL & FACTORY editor-in-chief, 
reporting on British industry under the Socialist regime, 
and based on a 6-weeks first-hand study. 

This is the 10th award for editorial excellence given MILL 
& FACTORY since Industrial Marketing started the contest 
in 1938. MILL & FACTORY leads its field in editorial 
awards. In fact, with the single ex eption of Steel Magazine, 

with 11 awards), it has won more awards than any other 
industrial publication. 

MILL & FACTORY is one of the business paper field's 
most ably edited publications. Conover-Mast Publications, 
Inc., 205 E. 42nd St., New York 17; 737 No. Michigan 
Ave., Chicago 11; Leader Bldg., Cleveland 14; $478 Wil- 
shire Blvd., Los Angeles 36; National City Bldg., Dallas 1. 





